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This working-model 


invariably increases sales 


To understand why is not difficult. If your store is in 
a rural district, many farmers come into it every day 
who are potential hanger-buyers. Seeing this working 
model on your counter will automatically remind them 
of the hangers on their own barn doors, a good propor- 
tion of which are worn out and cause inconvenience. 


When they see the many desirable points about the 
National “88” Hanger, clearly shown by the model, 
they will want one. 

Selling these ready-to-buy customers is mostly a mat- 
ter of reminding them to do so. 

Every hardware dealer who appreciates the value of 


displaying his goods should have one of these models, 
for it shows the product in action. It increases sales. 


Dealing with us, you know, means buying directat a saving and 
being able to sell at correspondingly larger profits. 


NATIONAL MFG. CO., STERLING, ILL. 
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YOUR ORDER SHIPPED THE DAY RECEIVED 
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TON NUMBER OF) ROY Scouts TRiNy 
HARDWARE ACE E WINDOWS- 
ISONEOF THE | 1H 
BEST TRADEAPERS) WAN’ NOT HOLD A 
ONSTRATION IN 
YOUR WINDOW 


SEE PAGE 47 








R.J. ATKINSON, PRES. OF 
H.W.MILIS,PASSAIC,NJ,USED ANOVEL WE NYSTATE RETAIL | ~ 
STUNT IN HIS WINDOW BEFORE THE HARDWARE ASSN LAUDS! ~<a; 

_ DEMPSEY-GIBBONS FIGHT WHY NOT TRY HARDWARE AGE AT ZB 
SOMETHING LIKE THIS AND CAPITALIZE BROOKLYN MEETING. 




































FUTURE "ISSUE PAGESS THIS SEE PAGE 66 


















LABORER _ SALESMEN CONSUMER 










GOODS, MADE BY LABORER, 
MUST BE SOLD TO CONSUMER 
BY SALESMEN, THE GOODS 

_, REPRESENT 20 PERCENT 
HA 000s P| OF BUSINESS — 
= & 207 READ IN THIS ISSUE 


TEMERMENTAL GnAcious eR RED I WHY THE SALES MANAGER SAYS 
BRONETTE BLOND HEAD BALDHEAD BUSINESS IS 307% HUMAN NATURE 















NEOSHA SALES > PARTNERSHIP OF FARMER 
PLAN SWEEPS AND RETAILER IN HARVEST 
DEAD STOCK FROM . SEASON MEANS 
STORES AND FARMS PROSPER FOR 
SEE PAGE SZ \© SFE PAGE 
63 
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dou’ Lel the Weachandioe 
“igrand You as a Liar 


T’S strange how some apparently intelligent peo- 

ple still think that a lie is a necessary adjunct 
_ toa sale. You might as well class thieving with 
religion. 

Recently I happened to be in a store when a farmer 
brought back an axe that looked like the breaking 
up of a hard winter. The edge was turned, the eye 
bulged, and the handle had snapped squarely in two. 
It was a cheap competition axe, but from what the 
customer said it had evidently been sold on a quality 
basis. “Look at that bit,” he shouted. “You told me 
it was crucible steel, hand forged and tempered. 
Looks more like tin, hand molded. Does that look 
like second growth hickory?” he went on, as he 
shoved the brashy handle under the discomfied 
clerk’s nose. 

“If it isn’t satisfactory we’ll give you another,” 
stammered the clerk. “Nothing doing,’ roared the 
customer. “All I want is my money back. I’m 
through with this store and the junk it handles.” He 
simply refused to listen to excuses and stormed out 
of the store with his money, a living, talking adver- 
tisement of the wrong kind. The axe he returned 
was meant for light service and infrequent use. It 
was never intended as a tool for a farmer to use in 
chopping a season’s supply of maple cord wood. 

Now there were good axes in that store, plenty of 
them, but the customer had kicked on the price and 
the clerk, instead of selling him on value, had brought 
out the cheapest axe in stock and lied about its qual- 
ity. No wonder the boss told me his business was 
falling off. 

When that farmer kicked at the price of a good ser- 
viceable axe, the clerk should have said: “Yes, we 
have cheaper axes. Here is one at so much. It is as 
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good as any axe at the same price, but it is not built 
to stand up under the heavy work for which you want 
it. The axe you looked at first is made for service. 
The bit is of the highest grade crucible steel, hand- 
forged and tempered. It will remain hard after re- 
peated grinding. The head is tempered—will not 
mash or batter when you use it on a wedge. The eye 
is stiffened so it will not spread or buckle. The 
handle is of selected second growth hickory, strong, 
tough and springy. Try the hang of it. This axe 
will give you years of service and satisfaction. It is 
by far the cheaper axe of the two, from the stand- 
point of life and service.” If the customer then in- 
sisted on the cheaper axe he would have had no 
cause for complaint. If the sale had been properly 
handled that farmer would now be a store booster 
instead of a store knocker. 

Speaking frankly, no one but a fool will deliber- 
ately lie to sell merchandise. Any man with an 
ounce of gray matter in his head must know that 
sooner or later the goods themselves will brand him 
a liar. Remember, the merchandise can’t lie. The 
only way it talks is through use, and use is sure to 
reveal the truth. Every article in a legitimate hard- 
ware stock has at least a dozen clean-cut, logical, 
truthful reasons why some one should buy it. Why 
manufacture false reasons? If you can’t dig up 4 
sale from twelve truthful sale reasons, you don’t be- 
long behind a retail hardware counter. 


et ee 


This is the twenty-sixth article of the series written expressly for the retail salesman by Llew S. Soule. 


Watch out for next week’s article for it’s going to be a good one. 


. 
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NCE a year Owosso, Mich., 

gets a thorough education 

regarding the properties and 
uses of paints. This takes place on 
the annual paint day held by the 
hardware firm of Dignan & Mc- 
Intyre every spring. If you don’t 
believe the event awakens local in- 
terest just take our word for it, for 
it is a success in every sense of the 
word. 

Not only does this firm feature 
paints but it plays up roofing ma- 
terial as well for the two lines are 
natural companions. By featuring 
them as such the firm realizes 
double profits. 

Herman Dignan in commenting 
upon the firm’s paint business says, 
“We hit the paint and roofing game 
just as hard as we know how. We 
think roofing lines can be worked 
up from the hardware man’s stand- 
point for many reasons. First, the 
department and dry goods stores 
cannot handle this class of merchan- 
dise very well, and second- 
ly, when a man talks nails, 
it opens the way every time 
for a roofing sale for some- 
body. We always mention 
roofing whenever we sell 
nails in any quantity. A 
farmer, with about seven 
farm buildings of one kind 
and another needs a new 
roof or some repairing al- 
most every season. 


Aé 
Cape Girardeau, Mo., nets the firm a nice profit 


yearly. The stock was put in three years ago and 
Mr. Bahn says that it will invoice around $700 


and makes four turnovers a year. 
there is a good margin in this line which means a 
good profit. 
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“The first of April we send out 
letters to farmers giving prices on 
our roofing and paint. These lines 
have always been our long suit, as 
I have always thought that these are 
two lines on which hardware dealers 
should capitalize.” 

The promotion work done by this 
firm pays exceedingly well. In ad- 
dition to its own advertising it 
capitalizes on the publicity in all 
classes and kinds of papers relative 
to “Save the Surface Campaign,” 
which is working all the time for 
every hardware dealer who sells 
paint and varnish. It takes dealer 
cooperation to make these things 
pay and Dignan & McIntyre sees to 
it that they are made to pay. 

News Items on Improvements 

Some of the artic'es sent out 
by the “Save the Surface Campaign” 
are vitally interesting to all hard- 
ware dealers. They go on to say 
that if newspapers did not print 
any news about property improve- 


Four Turnovers on Wall Paper 


OODLY assortment of wall paper in the hard- 
ware store of Bahn Brothers Hardware Co., 


Furthermore, 


Display of Dignan & McIntyre showing tie-up of paint and roofing 


Paint and Roofing Go Hand in Hand 
and Mean Double Profits 


ment there would not be a great deal 
of improvement. If the people read 
about improvements, however, it will 
help them make up their minds to 
improve their property. This is a 
good suggestion for the hardware 
merchant and he can apply by furn- 
ishing the local newspapers with 
news items on improvements. His 
name need not appear and it is a 
little silent advertising that will 
turn many a prospect into a buyer. 
Newspapers, want business news, 
particularly items relating to their 
own towns and cities and the readers 
of these papers can use this news to 
advantage. 

Just now there is a-movement to 
lengthen the painting season. There 
is no reason why it should not ex- 
tend throughout the year and a little 
publicity will serve to show the value 
of this idea. An article in your local 
paper may help to wake up your cus- 
tomers and local painters. 

Hardware store after hardware 
store in the country in- 
stalled paint departments 
two or three years ago with 
stocks averaging less than 
$1,000. Many of these 
firms increased sales and 
profits from ten to thirty 
times within a compara- 
tively short time. 

The business is there and 
there is no denying it. Ad- 
vertising in a big way has 
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already increased the consumption 
of paint tremendously. The present 
day slogan is to “double the paint in- 
dustry by 1926,” and it looks as if it 
will be done before that time. 

Some hardware dealers go so far 
as to maintain their own staff of 
painters. Many of them said that 
they did not care to go as far, but 
they wanted the paint business and 
the profit and they got it. 

Paint Is Property Insurance 

The field of the paint business is 

greater than property § insurance. 
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TINHE Steinman Hardware Co., 
this illustration proves. 
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real estate burned or destroyed by 
wind or water. 

The tide is turning, however, and 
hardware men are now talking in- 
surance by talking paint. A prop- 
erty owner needs paint more than 
he needs insurance. Paint saves 
money for the property owner and 
also improves the property as well as 
saves it. 

Feature Paint in Every Way 

Talk paint to your salesmen. Play 
it up in your newspapers, in your 
advertisements and in the personal 
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starting out with small cans of screen 
paint. Now every time one of his 
men sees a house that needs roofing 


or paint they put a color card and 
circular in the mail box. And they 
get results. 

They pack them in the store in 


Owosso, Mich., on spring paint day 
because people know that Dignan & 
McIntyre understand paint. If you 
don’t know anything about paint ex- 
cept what it says on the can, get busy 
and read up. Your manufacturer or 
jobber can furnish you with a wealth 
of valuable paint information. Watch 
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Lancaster, Pa., maintains a real “honest to goodness” 
The paint and varnish stock is ranged in shelves against the wall, while brushes, 
bronzes and paintina accessories are shown upon the counters in the foreground. 


hoards and paint paddles aid the customer in making a selection 
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Paint is property insurance, for it 


protects, saves and automatically 
increases the value of property and 
improves its appearance as_ well. 
More money is spent on property 


insurance every year than on paint, 
and yet the deterioration and loss oc- 
casioned by lack of paint in twelve 
months are far greater than all the 








GOOD arrangement of plumbing fittings is in 
Usually elbows, 
store where they invariably take up considerable room. 
drawers of a counter and in this way get increased 
keep the parts out of good wall display space 
getting a lot of the pieces mixed in the different bins 


Mo. 


Girardeau, 


space, 


columns. Give the local editors any 
paint information you run across 
and they can work it up into an in- 
teresting little news item. Play the 
game from both ends. 

Dealers who have gone into the 
business in the right way are 
capitalizing on it. One dealer builds 
up a $30,000 year paint business by 


Steam Fittings and Plumbing Parts Kept in Drawers 
use by the Bahn Brothers Hardware Co., 


storage depth, 
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paint department as 


A profusion of sample 





the paint stories in HARDWARE 
AGE and use the suggestions that 
other dealers are passing on to the 
trade through its columns. Then 
apply them to your own store. 

In these days of high rents and 
high labor, don’t pass up a money 
maker that requires only a minimum 
investment. 






Cape 
tees and nipples are put up in racks or bins along the side of the 


The Bahn Brothers have utilized a series of 
accommodate more goods in less 
and make the stock easily accessible without 
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Sales of the Cleveland-Matthews Hardware Co. of Pine Bluff, Ark., took an upward jump shortly after this display was shown 
The firm furnished the background while the local Boy Scouts did the actual trimming 


Boy Scout Window Displays 


terest being shown in their 

activities and in their organi- 
zations. Hardware merchants who 
make a specialty of juvenile trade 
have, for the most part, lived long 
enough to see the new generations 
develop into home owners and con- 
stant buyers of hardware. They have 
profited from the seeds of good busi- 
ness sown when this buying public 
was still in school. 

Probably one of the most impor- 
tant changes in merchandising dur- 
ing the last twenty years is the at- 
tention paid to goods sold to and for 
the juvenile trade. Remarkable 


_ OQUNGSTERS appreciate in- 


Pave Way for Future Sales 


strides have been made, and the child 
of today is surrounded with things 
that were unheard of and unthought 
of fifteen years ago. 

The large department stores in the 
big cities have made a very definite 
attempt to cultivate juvenile trade. 
The best designers and artists are 
continually at work and inventors are 
daily adding to the large list of ne- 
cessities for the modern youngster. 
In the first place there is money in 
this business, and secondly it means 
the training of young impressionable 
minds to think only of certain firms 
for merchandise. 

It should be borne in mind that 





modern business has decreed that 
juvenile trade means additional 
profit and an insurance of the long 
life of a firm. 

During the last few years the Boy 
Scouts have forged to the front until 
teday it is every youngster’s ambi- 
tion to be a scout. The Boy Scouts 
represent considerable purchasing 
power in a community. Uniforms, 
sporting goods, camp equipment of 
various kinds, are all used by them 
and they are not slow to pass the 
word along in favor of a merchant 
who can supply their needs. 

A short time ago the Belcher & 
Loomis Hardware Co., of Providence, 





When Howard A. Crabb of the Belcher & Loomis Hardware Co., Providence, R. I., was asked to feature pocket knives in a 


display he gave the window a Boy Scout setting. 


The knives sold and the Boy Scouts are strong for Belcher 


é Loomis 
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R. I., installed a window featuring 
knives and other articles used in 
scout equipment. Howard A. Crabb 
originated and decorated this dis- 
play, so perhaps it would be well to 
let him describe the way in which it 
was made. Mr. Crabb says: 

“One morning the buyer 
of the cutlery came to me 
and said, ‘Crabb, I want a 
pocket knife window.’ That 
Was easy to say but try and 
put a display of pocket 
knives in a window 15 ft. 
long, 7 ft. deep and 10 ft. 
high and have it look like 
something, or, in other 
words, have a selling ap- 
peal. 

“I chose the Boy Scout 
knife as my center of at- 
traction and around that I 
built my display. In the back 
was a woods scene. On this I 
pinned bunches of green leaves to 
bring out the effect. On the floor 
Was grass and a wax figure in Boy 
Scout uniform kneeling down be- 
side some rocks, in which was repre- 
sented a camp fire, opening a can of 
beans with the can opener blade of 
the Scout knife. On the opposite 
side of the window was pitched a pup 
tent with the blanket neatly folded 
and a lantern hanging in the opening 
of the tent. This, together with the 
frying pan and coffee pot, brought 
out a real camp effect. 

“Scout knives were displayed on 
the floor and in boxes and a few other 
patterns of knives were scattered 
about the floor. The large show- 
cards put the finishing touch to the 
window. They told what dandy 
knives they were and what blades 
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Oil Stove Has Notable Features 


The Nesco Perfect Oil Cook Stove, 
made by the Milwaukee branch of the 
National Enameling & Stamping Co., is 
of heavy steel, braced under the stove 
top with welded-on U bars. The stove 


comes in 4, 3sand 2 burner sizes, with 
or without the high shelf. Also a one- 


of the 


always on hand. 
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they contained, and also mentioned 
the prices. 

“This window was a great success. 
We still have customers come in and 
ask for a Boy Scout knife such as 
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Boy Scouts of Pine Pluff, Ark, 
came to Mr. Matthews of the Cleve 
land - Matthews Hardware Co. and 
told him they wanted to make a drive 
to advertise their summer camp in 


they saw in that window, so the win- order to get other Pine Bluff boys in- 


Cultivates Youngster Trade 


WHITFIELD, the 


president of 
Hardware Coe., Ark., 


Jonesboro, and 


president of the Arkansas Retail Hardware Asso- 
ciation, believes in cultivating the trade and good 
He knows many of them and 
once they come to the store they are sure of a warm 
welcome. , 
goods and other merchandise graded according to 
the needs and purchasing power at various ages is 
Air rifle shot can always be pur- 
chased at a “nickle” regardless of what it cost, even 
in war times. 


kiddies. 


Whistles, balloons, marbles, 


dow had not only immediate but last- 
ing results. 


Display Brings Recruits 


“The local Scout troops liked the 
window so much that they asked me 
to install it in other store windows 
for recruiting purposes. I did this 
in two stores in different parts of 
the city. Instead of the large cards 
telling about the knives I put recruit- 
ing cards telling about the troops 
of that district. I had a few Scout 
knives in the display and also sold 
some to the stores for immediate 
sale to the Scouts. In this way we 
sold a number of knives.” 

Hardware dealers are representa- 
tive dealers in the majority of com- 
munities. Consequently you will find 
them watching for the chance to cul- 
tivate the youngsters. Take the 
other display, for instance. The 


burner model, it is believed, will be in 
demand for use in the home as: aux- 
iliary stove in connection with the regu- 
lar cooking range, of any fuel not so 
cheap or cool as oil. On the farm—for 
outdoor cooking, or in the dairies, cook- 
ing soap, rendering lard, canning or 
preserving, heating water; in cream- 
eries, garages, shops, factories, lunch 
counters; for touring and picnic out- 
ings, the one-burner Nesco Perfect is 
already finding a ready 

Unusual features of the Nesco Per- 
fect Oil Cook Stove are its burner and 
wick. The whole burner, the bowl with 
wick, by a toggle joint, is lowered and 
raised into and out of the oil level— 
saturating the clean dry wick to light, 
then leaving it only at a slight depth in 
the oil for medium, or setting for 
greater flow of oil for high flame. The 
wick is the famous Rockweave—a flexi- 
ble strip of non-burnable fabric, made 
of asbestos fibre wound around brass 
wires—practically indestructible. Bur- 


Jonesboro 


baseball 


acceptance. * 


terested in it. Mr. Mat- 
thews said he would fur- 
nish the background for a 
window display if the boys 
would trim the window, 
He carried out his end of 
the bargain by supplying 
the woods and water scene 
and the boys themselves 
built the imitation camp 
and placed the posters. 

The entire window was 
not used and all the 
sporting goods, fishing 
tackle, flashlights, swim- 
ming suits, scout knives 
and axes such as the average Boy 
Scout needs were displayed at the 
sides. 

It stands to reason that Cleveland- 
Matthews sales in these goods took a 
jump. The sales of the merchandise 
displayed were gratifying and 
profitable but did not compare with 
the feeling of good-will the boys 
of Pine Bluff had toward the Cleve- 
land - Matthews Hardware Co., for 
their cooperation. This good-will 
surely will bring returns. 

Boost your local juvenile organiza- 
tions. It will do you good to put 
yourself back into the youngsters’ 
ways of looking at things and take a 
few of the heavy years off your 
shoulders. In the meantime you 
should be making a profit from it as 
well as having a lot of fun from your 
efforts. 


vice- 


sO 


ner tubes are also practically inde- 
structible. In order to bring this stove 
effectively to the attention of pros- 
pective customers, the manufacturer 
supplies merchants with display mate- 


rial attractively designed, also a handy 
book called “A Storekeeper’s Guide 
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Departmentize Your Store and You Increase 
Your Turnover, Says Barrett 


OU buy a large line of goods, 
¥ whicn everyone needs and on 
which you get a large discount. 
It looks like a big money maker. 
But is it? You naturally think it 
must be on account of the discount. 
But did you also consider the factor 
of the turnover? Slow moving goods 
are costly to handle; in fact the cost 
may equal the original purchase 
price in time and may go 
even higher. In addition to 
the invoice price of any ar- 
ticle there is interest on the 
investment, taxes, insurance, 
shrinkage, selling cost, ad- 
vertising and other things 
making overhead. A store’s 
profits depend on turnover 
as well as discounts. The 
study of your store will 
prove an eye-opener to you 
and is bound to be beneficial. 
The Barrett Hardware Co. 
of Joliet, Ill., is well estab- 
lished and does a business 
which would be creditable to 
any store in the State. It 


AT the top of the 

page is shown 
the main floor of 
the Barrett Hard- 
ware Co., Joliet, Ill. 
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has a prestige accruing from sev- 
enty-three years of successful op- 
eration. From the sample stocks of 
four floors and in the basement it 
can supply the hardware needs of 
anyone. The market is a big one as 
the city has a population of nearly 
60,000 and besides there are another 
25,000 in the smaller communities 
which are tributary. 


The Barrett Co. has reached - its 
present development by making a 
study of its customers and by cater- 
ing to the public’s needs. It calls at- 
tention to what it has to sell by the 
regular rotation of window displays, 
by newspaper advertising and in 
other ways as well. An enclosure 
featuring the firm’s goods is sent 
along with each piece of mail. If a 

statement is sent to a home 
an enclosure features some 
home __ appliance. If the 
statement is intended for a 
contractor the enclosure tells 
the advantags of some tool 
or other article intimate to 
his line. 

The Barrett Co. knew their 
business was successful, as 
the volume of sales and the 
profits had the proper rela- 
tion to each other. They 
did not, however, know where 
the profits were made and 
which goods were unprofit- 
able to handle. The decision 
to departmentize came as the 


THE illustration 
at the left shows 

a display of vacu- 

um cleaners used 
by this firm 
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result of investigating the 
sales of two lines. 

One of these lines 
seemed to require no ser- 
ious consideration, as it 
takes a mark-up of 100 
per cent. Investigation 
showed, however, that the 
turnover is once in per- 
haps three to five years. 
Not so good when you reduce the 
gross profit by the cost of doing 
business for each year. A careful 
study of the store revealed a nearly 
-similar condition existed in several 
other lines. Another line, in the elec- 
trical department, is being handled 
on a 331/3 basis. Not much profit, 
so it seemed. The sales records 
showed, though, that the turnover on 
this item had averaged almost eleven 
times yearly for the twelve years the 
stores had sold this product. The 


small margin had caused many an 
argument with the manufacturer’s 
salesman but ncw the records bore 
out the salesman’s claim that the 
suction sweeper was one of the most 
profitable lines in the store. 


Eleven Departments in this Store 


Mr. Barrett, as a result of careful 
study, has now arranged the store 
in eleven departments. They are— 
Auto accessories; builders’ hard- 
ware; cutlery; electrical goods; fac- 
tory supplies; garden, poultry, in- 
cubators and _ seeds; household 
goods; paints, etc.; ranges, stoves, 
refrigerators; tools and mixed sales. 

In addition there is the shop de- 
partment for tinning and kindred 
service on which they have always 
had a separate record. The store’s 
sales force operates in all depart- 
ments excepting auto accessories on 
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O have your eyes fixed on a job and fail 
to land it is not half so disgraceful as to 
lack the ambition to try for the job higher 
up. Failure may be due to things and condi- 
tions which may be overcome next time. Try 
again. 


the main floor and household goods 
in the basement, both of which have 
separate sales forces. Common sense 
governs the placing of the goods in 
a given department. 


The Benefits of Departmentizing 


The value of departmentizing will 
show in several ways. 

(1) It will reveal which are the 
profitable lines and show just how 
well they pay. These good lines can 
then be concentrated on and devel- 
oped to larger proportions. 

(2) It will show many items out 
of place and cause them to be prop- 
erly located. The rearrangement 
which follows can bring people to 
parts of the store which previously 
were strange to them. Some goods 
sell by showing and such must be 
placed to advantage. Articles which 
sell by demand can therefore be lo- 
cated so as to take the customer past 
the articles requiring a showing. In 
the Barrett store a well known type 
of lamps are in good demand and 
were sold on the main floor. They 
have now been placed in the base- 
ment with household goods and to 
reach them people must pass displays 
of many household utensils. The re- 
mark, “Why I didn’t know you sold 
this,” made in reference to some- 
thing on display is an oft repeated 
one. 
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(3) It results in a house- 
cleaning. Some items can 
go out entirely because 
the demand for them has 
ceased. Harness, once a 
big line with the Barrett 
Hardware Co., has dwin- 
dled to about nothing, 
Several other lines may 
be discontinued when the 
work has been completed. 

(4) It places a definite value on 
locations. The department stores 
and the 5 and 10 cent stores place a 
definite value on the locations in 
their stores and the hardware store 
should also arrive at a rental basis 
for its space. 

(5) It will result in greater eff- 
ciency within the store. Sales can 
be made more quickly, the store will] 
present a better appearance and in- 
ventory can be taken in a shorter 
time. 

At the end of a year or less the 
showing will result in one or several 
of three actions: 

Cut in the expense of operation 
of the different departments. 

Discontinuing poor lines or cut- 
ting down on the stock. 

Increase the means for making 
sales; that is, increase the sales- 
force or better the location of the 
articles affected. 

In summing it up Mr. Barrett 
says, “The two big factors in de- 
partmentizing are discount and turn- 
over. The important part turnover 
plays is shown by our suction sweep- 
er sales. Get all the figures. Fig- 
ures won’t lie but you’ve got to have 
all the figures and look them squarely 
in the face. It won’t do to just 
glance at them—you must analyze 
them. 





Basement of the Barrett store showing the household goods department 
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N a Western city I dropped in to see a sporting 
goods dealer who once worked for me. He has 

a splendid establishment. He took great pride 

in showing me through from garret to cellar. Of 
all the things he said to me only one thing stuck in 
my memory. That was—“This business of mine is 
80 per cent human nature and 20 per cent everything 


else.” 


Now a sales manager's job of all jobs is 80 per 
cent human nature. Some sales managers are so 


busy with the little details of their jobs that they 


literally never look a salesman over personally, 
never study his face, never study his clothes and 
what is more important than all, never study his 
mind. 


The better the sales manager and the salesman 
think they know each other, the less they study 
each other. Each one has a settled, preconceived 
opinion of the other. In their weekly or monthly 
intercourse nothing ever happens to disturb this pre- 
conceived opinion until possibly the salesman 
tenders his resignation. Then the sales manager is 
dynamited out of his preconcéived ideas sufficiently 
to look at the salesman and possibly inquire why 
he is dissatisfied and why he desires to resign. 
How do I know this? Simply because I have been 
a sales manager for years and time after time while 
I think I am some pumpkins as a sales manager, | 
have never actually known salesmen until they re- 
signed or until something led to our having a lively 
row. 


So the object of this letter to sales managers is 
to make a plea for the regular salesman who has 
been with you for years. The next time he comes 
in, look him over critically. Take him out to lunch. 
Then ask him some leading questions about his 
family—about his views of life. If necessary, shock 
him a little bit so he will come out of his shell. If 
possible, break up his preconceived idea of you. 
He may think that you are a bluff. Try to make 
him think that you are really a serious person. He 
may think that you are a grouch. Try to make him 
think that you have a soft side. He may above all 
things think that you lack human understanding. 
If he does, show him that your mind has a keenness 
of penetration into human nature of which he has 
never dreamed. 


What funny ideas some people have of sales 
managing! They think that the correct mode of 
Procedure is to sit in a swivel chair at a large desk 
and give out orders verbally and by mail. 


What are the real facts about the really great 
business man? Usually when you first meet one 
you are surprised at his quiet manner and his gentle- 
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“Your Business 


Is 80% Human Nature” 


“The Sales Manager” 








init 
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ness. You wonder how such a quiet, well-mannered 
person can handle such vast interests. Possibly you 
think he has just reached his present position by 
accident—BUT—when you talk to his heads of 
departments and his sales manager and the people 
who come in contact with him, you get a very dif- 
ferent story. Why is he so quiet? Because he 
knows possibly that he has absolute power. He 
does not have to rave and storm around. It is just 
a waste of energy. If he is the real “main works” of 
the business, just a gentle hint from him is enough. 
Nothing indicates weakness in an executive more 
than loud noise and emphatic orders. 


For instance, my old boss once told me that in 
all the years he was in business he never dealt in 
a threat, either with a customer, a salesman or an 
employee. “Why,” said he, “threats are simply 
evidences of weakness. I ask a man to do this or 
that simply because [| think it is the right thing to 
do. I appeal to his judgment in the matter. I 
often say in my letters and to these men personally 
—'If you do not think I am right, then what in your 
opinion is a better way to do the thing?’ If a 
salesman, for instance, is doing something that is 
wrong, with a strong man in the sales manager's 
chair it should be enough to ask this salesman if 
what he is doing is the best thing to be done. Get 
him to write you and give his reasons for doing 
the thing he is doing and why in his opinion it is 
the best thing. Then if he frankly and fully gives 
his reasons, it is up to you to explain to him why 
it should be done differently and to convince him 
that your reasons are good ones.” That is the 
point—to CONVINCE him. 


Now suppose | should say that the main duty of 
a good sales manager is to listen intently and sym- 
pathetically to what the salesmen have to say to 
him. Do you get that? Just to listen and to listen 
with understanding. Yes, my dear friend, that is 
just what you are paid a considerable part of your 
salary for—to be bored sympathetically listening to 
salesmen and customers. In my opinion the great- 
est mistake that most sales managers and salesmen 
make is in talking too much themselves. They 
never listen to what the other fellow has to say; 
they do not know what he thinks, and, as a matter of 
fact, they live in a world all their own with all of 
their own preconceived ideas as fences built around 
them shutting them in from almost every impression 
from the outside world. Suppose for one day you 
go to your office or store and just decide, instead of 
working off your monumental ideas on those with 
whom you come in contact, that you try to find out 
what other people around you are thinking about 
the business. If you have the gift to draw them out 
I will promise you that you will be very much 
surprised. 





GURNEY R. LOWE 


HE Neosha or Golden Rule 
T Sales Plan was conceived more 

than nine vears ago by Gurney 
R. Lowe, and was first put into oper- 
ation in Neosha, Mo., a town of 4000 
population. The plan, as originally 
conceived, was largely a matter of 
necessity. Neosha was losing its 
retail trade. The town’s ailment was 
diagnosed as anemia, resulting from 
a lack of proper cooperation among 
the various merchants, insufficient 
advertising and an inadequate un- 
derstanding of the problems of the 
community. 

It was apparent that something 
must be done and done quickly. The 
business men of the town lost no 
time. They got together and for one 
day in each month turned Neosha 
into a big department store through 
a system of cooperation and adver- 
tising. 


Plan Based on Cooperation 


The plan was based on coopera- 
tion. Three things entered into its 
success: a monthly cooperative sale 
in which only real bargains were of- 
fered, not more than two bargains 
by any one merchant, and a suffi- 
ciently large and diversified amount 
of merchandise on hand to supply 
ordinary demands. Second, if it was 
good for the retail merchants to sell, 
it was equally good for the farmer 
to have an opportunity to sell sur- 
plus live stock, used farm or house- 
hold implements, or any- 
thing, in fact, that he 
might want to dispose of. 
With this in view, an auc- 
tion sale was inaugurated 
as part of the plan. Third, 
the establishment in the 
community df mutual inter- 


the ladder. 
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Cooperative Plan 


Puts Business Li 


e 


in Dead Towns 


ests through bringing people together 


so that they could find out about and 
discuss each others’ problems. At 
the monthly meetings the talk was 
about crops, markets, roads and 
plans for the betterment of the com- 
munity, rather than about trade. 

The plan was a tremendous suc- 
cess and it has been in continuous 
operation ever since. It was next 
tried out in Terre Haute, Ind., and 
it did as much for Terre Haute as 
it did for Neosha. Other communi- 
ties were quick to see the advantages 
of the plan and it has been used with 
variations, adapting it to the needs 
of each section, in a large number 
of towns with unvarying success. 

Among the first to appreciate the 
many advantages of the plan were 
the industrial departments of a num- 
ber of the leading railroads. It 
meant more traffic for them to carry 
in the case of feed, hardware, seed 
fertilizer, etc. It also meant that 
the ordering of certain items would 
be in larger quantities rather than 
in numerous small shipments, which, 
of course, could be handled in bulk 
more economically by the lines. 

The Associated Advertising Clubs 
took up the idea, and it is now being 
pushed vigorously from the head- 
quarters offices in New York and is 
a definite service supplied regularly 
to clubs. 

In telling of the pian, as he used it 
in Griffin, Ga., Lee S. Trimble says: 


F your fear criticism and dislike hard 
work, stick to the job at the bottom of 

The positions at the top carry 

big responsibilities as well as big money. 


“The first step necessary is to in- 
terest the business men of the com- 
munity in the idea of cooperative 
effort, and to sell them to the point 
of obtaining genuine enthusiasm 
upon the proposition that it is not 
good business to bring a customer 
to town unless the merchants serve 
him so that he will come back, over 
and over. This calls for a high de- 
gree of integrity, for a practical ap- 
plication of the Golden Rule, and it 
also calls for the proper training of 
sales people, looking to the rendering 
of a worth while service to the cus- 
tomer. 

“The next step is to obtain a mail- 
ing list of those who might reason- 
ably be expected to come to that 
town to trade if the opportunity 
was made sufficiently attractive. In 
Griffin we are following the plan of 
building this mailing list by send- 
ing the merchants themselves out on 
the various highways and byways to 
get information. 


Establishing Personal Contact 


“We have insisted that in every 
case the merchant himself, and not 
a clerk, shall go on these trips. This 
affords an opportunity for our busi- 
ness men to establish personal con- 
tact. In this connection we must 
bear in mind that the one outstand- 
ing advantage a local dealer has over 
the chain store, the mail order house 
and the city store is the opportunity 
to meet his customers face 
to face. 

“The next step is the 
preparation of a_ special 
sales day circular. Each 
merchant is allowed to in- 
sert one ‘special.’ It must 
be an attractive value, too. 
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Scene in Spencer, Ind., while the Neosha Sales Plan was in operation. 


We have a vigilance committee which 
examines all of the advertising copy 
submitted, to determine whether the 
article offered is likely to be in 
wide demand, and also whether the 
value is truly a special one. If the 
advertisement does not come up to 
scratch, the committee discusses the 
matter frankly with the merchant 
and endeavors to get him to change 
the item or put a better value on it, 
as the case may be. If two, mer- 
chants offer the same article, the 
first advertisement is accepted unless 
the second offers the article for less, 
and one of them is asked to use 
another special. 


Auctions Also Held 


“We have held our sales on Mon- 
days, and as a supplemental attrac- 
tion we employ an auctioneer and 
have a public auction in Griffin on 
sales day, to which farmers may 
bring live stock, implements, or any- 
thing else they desire to sell. There 


is no charge for the services of the 
auctioneer. These auctions increase 
interest in our sales days and are 
instrumental in building good will 
and bringing the town people and 
the country people together. 


Two Classifications 


“We have divided our local busi- 
ness houses into two classes, A and 
B. In class A are found all the mer- 
chants that belong to the club, and 
they are required to take space in 
the circulars. In class B we have 
placed bankers and others who can- 
not offer specials. The use of space 
is optional with class B businesses. 

“In a prominent place on the first 
page of our circulars we carry the 
suggestion, ‘Look for the red card in 
the window.’ The cards indicate to 
the farmer when he comes to town 
which stores belong and are there- 
fore attempting to cooperate in the 
proper treatment of every customer. 

“The inside double-page spread is 


Looks popular, doesn’t it? 


occupied by the special offers of the 
various stores. These spaces are all 
the same size, regardless of the size 
of the store, and only one space can 
be used by each merchant. 

“On the fourth page we publish 
items of special interest to farmers 
—news of the work of county agents, 
agricultural experiment stations, and 
similar information. 

Cost Insignificant 

“The total cost for circulars, post- 
age and all other items of expense 
on our average sale has been 2.9 
cents for each circular, or $7.26 for 
each member participating. 

“Naturally, a special sale on Mon- 
day cuts down sales of the preceding 
Saturday somewhat. In Carrolton, 
Ga., where I participated in such 
work for several months, our sales 
showed increases over the average 
Monday ranging from 89 per cent in 
the beginning up to 260 per cent six 
months later.” : 


Daily Reports Tell Him Where He Stands 


ARDWARE dealers are rapidly approaching the 

point where they insist on knowing what their 
business is doing. Each year sees fewer of the mer- 
chants waiting until the annual inventory before 
they learn the “sad news.” 

The Richmond Hardware Co., Clarksville, Texas, 
has a system all worked out whereby Mr. Richmond 
knows a great many vital and important facts about 
his business from day to day. 

The store is divided into four departments and 
the sales are reported to him daily. They are fig- 
ured both in cost and selling prices. The cost, of 


course, carries the overhead, as it should, and the 
difference between the two columns of cost and sell- 
ing give him the net profit for the day after the 
proper adjustment has been made for the cost of the 
day’s business. He knows exactly how much it costs 
him to open and close the doors of his store each day 
by averages taken from previous years’ business. 

His bookkeeper, and Mr. Richmond says he could 
not keep shop without a bookkeeper, furnishes him 
daily, monthly and yearly reports of the business. 
These constitute the steering wheel of the good ship 
business. 
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Keep This in Your Paint Department 


Study This and You'll Be Able to Answer the Question, 
“How Much Paint Will I Need?” 


HEN a hardware merchant 

sells paint he is constantly be- 
ing asked to estimate the amount 
needed to complete jobs of all kinds. 
Usually he knows the answer, some- 
times he doesn’t, but in either event 
he usually has to do a little figuring 
before giving the customer the de- 
sired information. What he often 
needs is a table containing accurate 


estimates of the amount of paint 
needed to cover certain areas. 


A Quantity Estimator 


With this thought in mind we are 
reprinting a quantity estimator is- 
sued recently by the Lowe Brothers 
Company, Dayton, Ohio, in The Little 
Blue Flag. Attention is directed to 
the fact that this quantity estimator 


is based on the covering power of the 
firm’s High Standard Liquid Paint, 
It should apply to all paints of equal 
quality. 

Estimates are made for two coats 
on lap or drop siding surfaces in 
average condition as to suction of the 
surface. The gables and laps in the 
siding are included in the figures 
given. If the surface is in extra 





good condition one-eighth may be 
deducted. If in very poor condition 
add one-eighth and necessary oil to 
satisfy suction. 

If for two coat work on new work, 
the figures will indicate amount of 
High Standard Paint. Oil needed for 
priming coat will be additional. 

For three coat work on new sur- 
faces add one-half to figure and 
necessary oil for reducing priming 
coat. 

Porches and other appendages are 

not included and should be estimated 
1% 2 2% 2% 


extra. 
2 2Y 1 2 P - P 
2 2% a Estimating Trimming 
2 2% 2% 3 3% 
2% 2% 2% 3% 3% 4 
2% 2% 3 3% 3% 414 
2% 3 3% 3% 4% 4% 
2% 3 3% 4 4% 4% 
2% 3% 3% 4% 4% 5% 
3 3% 4 4% 5 5le 
3% 3% 4% 4% 5% 5% 
3% 3% 4% 5 5le 6 
3% 4 4% 5% 5% 6% 
3% 4% 4% 5% 6 6% 
3% 4% 5% 5% 6% 7 
4 4% 5% 6 6% 7% 
4% 4% 5% 6% ‘f 7% 
4% 5 5% 6% 7% 8 
4% 5% 6 6% 7% 8% 
4% 5% 6% 7 7% 8% 
4% 5% 6% 7% 8 8% 
5 5% 6% 7% 81% 9 
5% 866 6% 7% 8% 9% 
5% 6 7 8 9 9% 
5% 6% __™% 8% 9% 10 
5% 6% 7% 8% 9% 
5% 6% 7% 8% 9% 10% 
6 z 8 9 10 11 
6% 7% 8% 9% 10% 11% 12% 
6% 7% 8% 9 10% 11% 12% 
61% 7% 8% 9% 10% 11% 13 
6% 7% 9 10 11 12% 13% 
a, ee 9 10% 11% = 12% 13% 
7 & 0) 10% 11% 12% 13% 
7% 8% 9% 10% 11% 12% 14 
7% 8% 9% 11 12 13% 14% 
7% 8% 10 11% 12% 13% 14% 
> 7% _ § «30% 2s ms 14 = 15% 
8 9% 10% 11% 13 14% 15% 
8 9% 10% 12 13% 14% 16 
81% 9% 10% 12% 13% 14% 16% 
81% 9% 11 12% 14 15% 16% 





Quantity Estimator 
HEIGHT TO EAVES 


Girth of 
Building 10-ft. 
Feet Gals. 
24 1 
28 1% 
32 1% 
5 1% 


1% 
2 2% 


20-ft. 
Gals. 


16-ft. 18-ft. 


Gals. Gals. 
1% 1% 1% 
1% 1% 1% 2 

1% 1% 2 2% 


14-ft. 
Gals. 


12-ft. 


Gals. 
1% 











If a trimming color different in 
shade from body is to be used it can 
be deducted from the figures given, 
and estimated as follows: 

On a one story building trimming 
is about one-fourth of entire surface. 

On a one and a half story building 
trimming is about one-sixth of entire 
surface. 

On a two story building trimming 
is about one-eighth of entire surface. 

Brick and other buildings with 
trimming only can be estimated on 
same basis, by finding amount re- 
quired for entire surface and com- 
puting the trimming as above. 

















Turns Stock of Shells 8 Times 
in 3 Months 


HE Gregg Hardware Co., Little 

Rock, Ark., demonstrated the 
value of turnover to their own satis- 
faction on loaded shells. The firm 
concentrated on one well-advertised 
line. The initial stock contained 
3000 shells, and in three months 26,- 
000 were sold. The stock was kept 
around the 3000 mark and the 
amount of money invested in this 
quantity was the only investment 
which was made. In three months’ 
time the stock of shells turned eight 
times. 
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Fight That Broke Shelby 


~ Booms Passaic Trade 


the bank in Shelby but drew 

a big crowd in Passaic, N. J., 
a couple of weeks ago. Harry But- 
terworth, the ingenious window trim- 
mer of H. W. Mills & Co., Passaic, 
N. J., recently arranged a window 
display that featured the champion 
and the challenger in the ring in a 
new and novel way. 

As an attraction it had the Shelby 
farce beaten to a fare-thee-well. 
And as a fight promoter of original- 
ity Harry Butterworth is better than 
Tex Rickard. He makes his own 
matches, puts the men in condition, 
builds the ring and lets the whole 
town see the bout without charging 
a cent, thereby solving the problem 
of the Federal income tax. 


D EMPSEY and Gibbons broke 


Skina’ma rink a dink a do, 

Show ’em a nifty trick or two, 

Give ’em a taste of something new. 
Wallop indifference black and blue, 
Then they’ll go to the poles for you, 
Skina’ma rink a dink a do. 


The two boxers in the picture were 
made of railing sets and pipe taken 
from stock. The ring posts were 
made of the same material as the 
fighters, and grade A manila rope 
was used to inclose the ring. Green 
tights were painted on Dempsey and 
red on Gibbons. The gloves were 
painted red and the belts were red, 
white and blue on both. The shoes 
were painted black. 


This same idea could have been 
used to good effect before the recent 
fight between fearful Firpo and wilt- 
ing Willard and it may also be 
employed anywhere in the country 
before the next championship bout 
iby simply attaching a different card 
on the top fope. If Dempsey fights 
Wills, all you’ll have to do is to paint 
one of the fighters a soft coffee color. 

Tying up with coming events in 
this way is the best possible kind of 
advertising for a retail store. In 
the same window with this novel 
ring scene Mr. Butterworth dis- 
played appropriate merchandise. Ev- 
erybody in Passaic knows about the 
Mills store now. And they keep 
watching the windows for other in- 
teresting ideas. 


, “FORTY YEARS OF HARDW ARE” 


W HEN you read a story written by an authority in a particular line you invariably pay more attention to 

it than you do to a story written by one not so well-informed. You readers of HARDWARE AGE will shortly 
have the pleasure of reading a series of articles written by a nationally known authority. The title of the 
series is “Forty Years of Hardware.” When it appears read every word of every article. Don’t miss any of 


them. You can’t afford to. 
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Four Sales Clinchers for 


A Quartet of Arguments Used by th 
and Succeeded in Putting 


BY FRANK 


rWNHE outside salesman represent- 
ing a Middle Western hardware 
store stopped, one day, at a 
good looking frame house in a resi- 
cential section of the city, where the 
condition of the house heralded the 


sidered the interview at an end, and 
ungraciously began shutting the door 
in the salesman’s face. 

But this particular salesman had 
a world of experience at his com- 
mand and he wasn’t easily squelched. 


“A 
~ 





“But this particular salesman wasn’t easily squelched” 


fact that it was badly in need of a 
new coat of paint. 

The woman who came to the door 
in answer to the salesman’s ring 
was middle aged, of rather slatternly 
appearance, with a strong jaw and a 
disagreeable look on her face. 

“IT am _ representing the Blank 
Hardware Store,” explained the 
salesman. “We are making a special 
price on paint jobs for homes, and 
I'm wondering if I couldn’t interest 
you in buying the paints from us 
for repainting your home.” 

“We aren’t going to have the house 
repainted this year,” snapped the 
woman. “It looks all right as it is.” 

As the woman said this she in- 
dicated plainly enough that she con- 


He did some quick thinking and then 
sprung this argument on the woman: 

“IT notice a sign in your window 
saying that you have rooms for rent. 
I didn’t notice any other house in 
this neighborhood with a sign like 
that in its windows, but there must 
be other places in the neighborhood 
where people are rooming. This 
seems to indicate that/you have more 
trouble than the other people in 
renting your rooms. And if you 
should ask me the reason why you 
have trouble in renting your rooms 
I’d say the reason was that the house 
doesn’t look attractive enough from 
the outside. People have a habit of 
judging things by their appearance 
and so when a house appears bad 


But I’ve 
traded at 
store” 


never 
your 


from the outside, people get the idea 
that the house is equally unattractive 
inside, consequently they go else- 
where. Now if you have one room 
vacant for a year the cost of having 
that room vacant would just about 
make up the cost of painting this 
house. In other words by painting 
your house you will be doing away 
with the trouble of renting your 
rooms and will be paying for the en- 
tire job in about a year with sev- 
eral years in which to make a profit 
on the job before there will be any 
necessity at all for repainting the 
place.” 

A shrewd look came into the 
woman’s eyes—a look that was really 
avaricious. The salesman saw that 
he had aroused her interest. He fol- 
lowed up this advantage with a 
strong sales talk and, finally, the 
sale was made. 

Isn’t there a good hint in this for 
other outside salesmen who are faced 
with similar problems in putting over 
paint sales? 


“—" no doubt your paints are 
all right,” said a householder 
to whom a hardware store’s outside 
salesman had presented the proposi- 
tion of purchasing paints from the 
store, “but I’ve never traded at your 
store and don’t know much about it. 
And I have bought paints before 
from the Bon Ton Paint Store in this 
city and I think I’ll buy from them 
again when I get around to the job 
of painting the house.” 

“You'll be interested, then,” said 
the salesman, “in getting the names 
and addresses of some of the people 
in this neighborhood who have re- 
cently bought paints from us.” 

Saying this the salesman drew 
from his pocket a typed sheet of 
paper and from this paper read the 
names of some of the store’s patrons 
in the neighborhood who had re- 
cently bought paints from the store, 
as stated by the salesman. 

“You undoubtedly know a number 
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the Man Who Sells Paints 


Outside Salesman That Did the Trick 
Names on the Dotted Line 


WILLIAMS 


’ 


of these people,” said the salesman, 
“and you know their judgment is 
pretty good. So it is evident that 
the goods we are selling are O. K. 
Also it is the popular thing to buy 
paints from us. If you do buy the 
paint from us for your house job 
you will have the advantage of talk- 
ing over your painting job with all 
these neighbors of yours and finding 
out from them just how they have 
used our paints to the best advan- 
tage.” 

“Let me see that list,” said the 
prospect. 

The salesman exultantly gave the 
list to the prospect and felt that 
when he did so the sale was as good 
ag made. And he proved to be right 
about it for, finally, the prospect did 
buy from him. : 

It is always a help in outside sell- 
ing to have lists of the people in the 
neighborhood being canvassed who 
have recently bought from the store 
and to use this list with reluctant 
buyers in much the way that this 
particular salesman used _ it. 


¢¢ P)RICE is the only thing that 

interests me,” declared a 
builder, who was being solicited by 
the representative of the paint de- 
partment of a successful hardware 
store. “I want to buy the cheapest 
paints I can get hold of.” 

“I don’t ‘believe it,” said the rep- 
resentative bluntly. “You know that 
appearance is everything in selling 
a house and that this means the 
appearance of the home two or three 
or five years from now just as much 
as at present. You may make more 
money now by buying cheap paints 
that don’t hold up but if you want 
to stay in business and get more 
business in the years to come you'll 
buy quality paints from me and take 
Prospects around in the years to 
come to the houses you paint this 
year and show them how fine they 
look and get more business by doing 
80,” 


“You’re right!” exclaimed the 
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builder, after some consideration. “I deal with a high grade class of 
“And you’ve made a good sale to people and they expect me to have 
me!” a good-looking office. I simply 
couldn’t get any business from them 
if the office didn’t look attractive all 
the time. Also they expect me to 
look prosperous. The kind of people 
I do business with don’t want to hire 


HARDWARE $s store’s__ outside 
salesman went to a lawyer in 
his office on the sixth floor of a 
modern office building and tried to 





“Price is the only thing that interests me” 


sell him on the proposition of buy- 
ing paint from the store with which 
to repaint his garage. 

“No,” said the attorney positively. 
“My garage can go another year 
without repainting. I can’t afford 
to paint it now—lI’m hard up.” 

The salesman looked around the 
office and saw that it was well 
furnished and that the attorney kept 
all the bookcases and equipment right 
up to top notch condition in every 
way. 

“Why do you keep your office look- 
ing so nice all the time?” queried 
the salesman. 

The attorney looked surprised at 
this question. 

“Why, it’s good business,” he said. 


“My garage can go (G ‘ 


another year” 


an attorney who looks down-in-the- 
mouth or who looks as though he 
isn’t successful.” 

“That’s just what I thought,” ex- 
claimed the salesman quickly. ‘““And 
that’s just the reason why you 
should paint your garage this year. 
You must Keep up appearances—at 
your home and at your garage just 
as much as here in your office.” 

The lawyer looked a little angry at 
first at this blunt presentation of the 
proposition. Then he relaxed and 
smiled a little. 

“You’re right,” he said. “That’s 
just exactly what I’ve got to do and 
I'm going to order the paint from 
you right now for the garage job.” 

And the sale was made. 
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Department Store Methods Bring $30,000 
to Bracy Bros. in ‘Two Weeks 


Little Rock, Ark., Store Adopts Advertising Campaign 
for Removal Sale and Increases Sales 


real cooperation on the part 

of the employees of the Bracy 
Bros. Hardware Co., Little Rock, 
Ark., turned over $30,000 into the 
company’s cash register in two 
weeks’ time. 

The accompanying 
shows the new home 
of this firm just 
across the street from 
the present store. 
As this building 
approached comple- 
tion the entire force 
was called together to 
talk over a removal 
sale. First of all, 
the department heads 
had a conference and 
formulated plans and 
then all the rest of the 
force was called in 
and told what had 
been done. Sugges- 
tions were asked for 
and were given and 
each department de- 
termined to make the 
best showing possi- 
ble. 

Newspaper adver- 
tising made on the 
pattern of the big department stores 
with a wide variety of appeal was 
inserted in the local papers. Large 
banners were hung on the old store 
and on the new one across the 
street. Windows were decorated for 
the occasion and were linked up 
with the advertisements. The entire 
sale idea was sold first to the sales 
force and then in turn sold the 
public. 


(Creat cooper advertising and 


illustration 


Sales Increase 400 Per Cent 


The first week’s sales increased 
400 per cent and on that Saturday 
nineteen delivery truck loads of 
hardware were distributed to homes 
in Little Rock. Over 400 packages 
were delivered the first day of the 
sale. Every salesman made it a 
point to show the new building across 
the street to each customer and ex- 
pressed the hope that they would 
have the pleasure of serving them in 
the new quarters. 


New store of Bracy Bros. Hardware Co., Little 


400 Per Cent in a Single Week 


The second week’s sales were 300 
per cent above normal and the third 
week held up equally well. The total 
sales for the first two weeks, however, 
brought in over $30,000 and W. F. 
Bracy told the HARDWARE AGE rep- 
resentative that the way the public 
had responded to the advertising 


7 


had shown him that department store 
methods could make money for hard- 
ware stores. The whole idea behind 
the sale was “real bargains of 
quality merchandise.” Every depart- 
ment head bore this in mind when 
the merchandise was selected. Each 
salesman was impressed with the 
quality and the public needed only 
to be told through the medium of an 
aggressive advertising campaign and 
they filled the store, completely 
cleaning out some of the lines. 

Although the idea was intended 
for the removal sale only it proved 
su successful and afforded such a 
quick turn of stock that it really 
outlined a merchandising policy that 
will be carried into the new quar- 
ters. 

To show the pulling power of ad- 
vertisements on the public, E. H. 
Krebs, secretary of the firm stated 
that a great many people cut the 
ads out of the paper and brought 


Rock, Ark. 


then in so they could get just the 
items advertised. 

A peculiar incident happened just 
before the sale that helped to bring 
it to the minds of the public more 
forcibly. The large banners and 
signs were put up Saturday night 
before the sale started on Monday. 
On Sunday a fire 
broke out in the same 
block and _ attracted 
several thousand peo- 
ple with the result 
that the big signs and 
special windows re- 
ceived some unex- 
pected attention. 

The first floor of 
the Bracy store is 
divided into three 
classes of merchan- 
dise. The left side is 
devoted to hardware, 
the center to sporting 
goods and the right 
side of the store is 
stocked with china 
and household ware. 
W. F. Bracy knows 
the china and queens- 
ware business thor- 
oughly. From a mod- 
est stock he has built 
up the largest department in town 
and now carries seventy-five differ- 
ent stock patterns of dinner sets. He 
finds that the housewife starts a set 
and is forever replacing and enlarg- 
ing from the same pattern. You 
may be sure that he has no trouble 
in getting women into the store. 


Courtesy and Efficiency 


A special point has been made in 
this department with reference to 
the sales force. They are carefully 
picked and paid well, consequently 
the type and class is far above the 
average seen in department stores 
and many times more courteous and 
efficient. Courtesy and efficiency 0 
hand in hand all through the Bracy 
organization. The firm has an In- 
telligent force that can wait on the 
people who have a limited amount 
to spend with just as satisfactory 
results as they can on the people 
who wants the most expensive things. 
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EDITORIAL 


OUR business is 80 per cent human na- 
ture, according to “The Sales Manager” in 
an article which appears in this issue of 
HARDWARE AGE. He might have added that 80 
per cent of the average merchant’s time is de- 
voted to activities concerning the merchandise 
he stocks and the other 20 per cent to all his 
other interests including human nature. And 
yet we call ourselves business men. 

Recently the editor of this publication visited 
ten retail stores in succession before he found 
one where the proprietor held regular store 
meetings with his employees. In none of those 
ten stores did he find a single record that dealt 
with his “human nature” problem. 

He talked with the salesmen in those ten 
stores, drawing from them their attitude toward 
the owners, and was amazed to find how few of 
them knew the proprietors as he knew them; 
how few knew them as men, and regarded them 
as friends; how few knew them well enough to 
reflect their personalities to trade. 

Those clerks to whom the editor talked were 
good average young men. They were for the 
most part keen, intelligent and honest, yet 
through no fault of their own, they. were mis- 
representing their employers to the public. They 
were like an aggregation of football stars work- 
ing without a plan, a captain, or a set of signals. 
The records in each of those stores showed an 
appalling loss of old customers over a period of 


five years. 


Merchandise or Men 








COMMENT 





We could not refrain from contrasting condi- 
tions in those stores with those existing in the 
store of the Murray Company, Honesdale, Pa., 
where regular store meetings are considered as 
much a part of the business as the buying and 
selling of merchandise. We sat in on one of 
those meetings, where the members of the firm 
mingled on a man-to-man basis with the rest of 
the force—where the driver of the delivery 
wagon had the same opportunity to voice his 
thoughts as did “Bob” Murray himself. 

We looked over the firm’s advertising, and saw 
where it advertised the men as well as the mer- 
chandise—where the copy itself proved that 
“Bob” Murray knew the men and the men knew 
“Bob.” It was no surprise to us that the Murray 
company is able to do a business of more than a 
quarter of a million dollars yearly in a town of 
3000 and a county of about 30,000 people. It is 
just the natural consequence of applying 80 per 
cent interest to the 80 per cent human nature 
of the Murray business. 

The only advantage the retail hardware mer- 
chant holds over his mail order competitor is in 
his opportunity to.meet and know people—in his 
use of the human element. The competition he is 
sure to meet in the years to come will make past 
competition seem like child’s play. How much 
of a factor he will be in the distribution plans of 
the future will depend upon how fully he appre- 
ciates the part human nature plays in a distinct- 


ly human business. 
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What Happens to a Paint Brush 
Before It Reaches Your Store 


HE above illustration shows 

the sorting room of a Chinese 

bristle merchant. In the several 
baskets shown will be seen bundles 
of bristles, of different lengths. In 
order to make a paint or varnish 
brush, the different lengths must be 
separated. The bristles are first 
separated into various lengths, rang- 
ing from 2 in. to 7% in., then 
they are sorted according to their 
flexibility, softness or stiffness. The 
different lengths must again be gone 
over with a view of determining the 
suitability of each in the making of 
paint or varnish brushes. This adapt- 
ability is determined by whether 
the bristles are “taper” or “solid” 
and whether they have a “flag” or a 
“top”. Some bristles not having a 
“flag” end are not suitable for paint 
or varnish brush manufacture and 
are accordingly used for what is 
known as “drawn work’, such as 
hair brushes, cloth brushes, ete., 
where the “flag” or soft end bristles 
are unimportant. The “flag” is ex- 
ceedingly important to paint and 


we yés. I get the trade papers but I haven’t time to read them.” 
And as a rule their stores bear silent witness to the fact. 
You usually refer to him as a “store keeper.” 


time. 
retailer a “‘merchant.’’ 


The Third Instalment of a Series 


of Articles on the Making 
of Paint Brushes 


By CLIFF FOSS 





varnish brushes of all varieties. 
Expert experience is required in 
the three different processes in this 
bristle sorting room, before these 
bundles of bristles are wrapped in 
paper and packed in the boxes as 
shown in the picture, and made ready 
for shipment. Experience is very im- 
portant and many years of training 
necessary before the bristle foreman 
in any large paint and varnish brush 
factory is able to determine the per- 
centage of stiff, soft, taper or solid 
bristle required to make a certain 
grade of paint or varnish brush. 
Sometimes as many as five or six 
different grades of bristles are used 
in making the mixture for one par- 
ticular line of brushes. This ‘“mix- 


mighty good one, too. 


ing” and “combing” process is done 
in large brush factories by machines, 
which are so intricate that they seem 
almost human. Those of you who 
have seen cigarettes or cigars made 
entirely by machinery can form some 
idea of these machines. They comb 
and mix the bristle with practically 
no loss at all except the wool or very 
fine hair that is combed out of the 
mixture. This work is done better 
and more thoroughly than it is pos- 
sible to do it by hand. 

The bundles of bristle in the bas- 
kets shown in the picture are ready 
for final packing for shipment. The 
next chapter will conclude our story 
of the preparation of bristle in 
China. 

In the accompanying illustration 
Walter D. Foss, president of the 
Wooster Brush Co., Wooster, Ohio, 
is shown in the center of the picture, 
Yui Sing Yao, manager of the Hung 
Zung Tai Bristle Co., Shanghai, 
China, to the left of Mr. Foss, and 
the superintendent of the Hung Zung 
Tai Bristle Co., on his right. 


You’ve heard ’em say that many a 
You can rarely call a non-reading 


There’s a reason for it and a 
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Let Your Wife Help You and You'll Discover 


That Two Heads Are Better Than One 


A Good Wife Can Often Supply New Ideas to Increase Sales, 


Make the Store More Attractive to Customers 





ryyvo win a wife, Robert 
Louis Stevenson, the 
Beloved, crossed an 
ocean and then a continent. 

Then had to wait until it 
pleased Fannie Osbourne to 
say the word that fused his 
heart with song and put mu- 
sic on his lips. 

On that fateful May 19, 
1880, on which he led Fan- 
nie to the altar in the city of 
San Francisco and took her 
to the abandoned mining 


and Help All Along the Line 





J] HILE we live we tell 
her as little about our 
business as we can—keep 
her as far away from its in- 
telligent understanding as 
possible—feel that she has 
no proper place in the store, 
when the fact is, you and she 
would both be better off if 
she was there. 

@ While we ride the Rapids 
or ascend the Golden Stairs 
on the Other Side of the 
Great Divide, how can we 





camp at Silverado for a 
honeymoon, she became his 
trusty partner—economically 
—as well as spiritually. 

@ In token of the fullness of the compact there and 
then made, when he completed “The Silverado Squat- 
ters,” written in the first glow of his honeymoon, 
Robert turned it over to Fannie to criticise, revise and 
amend as her judgment persuaded. 

And for twenty-odd years, Mark Twain did the very 
same thing with Abbie Clemmons. 

As they began their lives, so the Stevens ended them 
—Fannie Osbourne was partner, friend, advisor and 
critic to the finish and Robert freely acknowledged the 
debt owed, just so. 

Thus through loving, helpful collaboration, they 
evolved, flowered and got out of life more than a modi- 
cum of happiness, which is more than a lot of us get. 

When husband and wife till, hoe and hew together 
constructively, the angels weep for joy—so few do. 

@ For a life time and a day, 
we men folks struggle to 
build a business, ignoring 
the fact that sooner or later 
death will slip the hawser 
and we will sail away to 
Saturn, Uranus, or else- 
Where, the exact destination 


‘ 
‘ 
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A wife can help you build successfully 


expect her to carry on the 
business we leave behind, if 
she knows nothing about 
it? 

Untrained to its needs, unfamiliar with its prob- 
lems, unversed in its language, inevitably she stumbles, 
falters, hits the rocks, maybe becomes the prey of 
unscrupulous men, who taking advantage of her in- 
experience, rob her of her heritage and that of your 
children. , 

All of which is dead wrong, Bill, and we men folks 
are often to blame for it, because we do nothing to 
anticipate or avoid the contingency stated.—Think it 
will never come, when all the records affirm it does. 

Every owner of a moderate sized hardware store, 
wherever possible or practical, should encourage his 
wife to familiarize herself with his business and take 
an active interest in it, by spending a few hours a 
day at the store. 

A wife, who won’t collaborate to this extent is 
foolish in her own interest 
—the tears and aches are all 
of her own making if any- 
thing happens. 

In these few hours, wheth- 
er they are spent in waiting 
on customers or acting as 
cashier during relief hours, 


I 





usually not stated. 


the intelligent wife—in a 





And when we go, wife is 
left with a business about 
Which she knows not a bloom- 

















relatively short period of 
| time—can acquire a_ suffi- 





cient speaking acquaintance 





ing thing—a lonely little rOS@ uN 
among thorns cast adrift. 





—‘an intelligent wife can be a constructive help” 


with the business to enable 
her to understandingly carry 



















thee mR nthe 


62 HARDWARE AGE 


on, if Bill suddenly skis away on the last Big Slide and 
leaves her behind to hold the wheel to its course. 


@ Aside from learning the business, an intelligent 
wife who spends a few hours a day at the store can 
be a constructive help and prove herself an asset to 
the promotion of the business by giving to its furnish- 
ings that feminine touch that warms and cheers. 


One case in point illustrates the value of this to a 
retail store and we might mention many others, but 
won't. 


JN a Western city, last February, a young man, 
I we'll call him C. A. Jones for short, opened a store 
on the main shopping street of the city. 

For years, C. A. Jones had been clerking and man- 
aging stores for other retailers—this was his first 
opportunity to show what he could do managing a 
store of his own. 


@. He had the store fitted up in mahogany, with wall 
cases and counter cases of the most improved design, 
both wall and counter cases being filled with sparkling 
new merchandise. 

From the beginning the store has rung the bell—has 
been a Class A success. 

When C. A. got ready to open, Mrs. C. A. asked an 
opportunity to help. Wives who volunteer to aid a 
man in business ought always be encouraged—she’s 
a good scout in flux. 

If the business succeeds, she prospers; if it doesn’t 
she and the kids suffer along with the skipper.—So 
why shouldn’t she want to help? 

Her destiny and the children’s are at stake, as well 
as the man’s. 

To the suggestion that she collaborate, C. A. re- 
plied: “Great—go ahead.” 

She suggested that a note be sent out to all club, 
church and social friends announcing the opening of 
the new Jones’ store—the Jones’ were starting in 
business and would be glad to welcome them when 
they called. 

The card was tactfully worded and had a friendly 
note that made folks eager to call. 

Each afternoon, Mrs. C. A. went to the store to 
personally greet those of her friends who dropped in. 

All friends who visited the store in response to the 
invitation were delighted—they went back and per- 
suaded their friends to go with them. 

Thus the business grew from the start. 

Encouraged by the results achieved, Mrs. Jones 
contrived to visit the store for a few hours each day 
thereafter. 

@ With a woman’s eye to order and attractiveness on 
these visits, Mrs. Jones looked around to see how she 
could add a touch of daintiness to its “atmosphere.” 


‘Forty Years of Hardware” 


ITHIN the space of a few weeks HARDWARE AGE will publish a series of 

articles entitled “Forty Years of Hardware.” Written by one of the out- 
standing figures of the trade this series will tell the story of hardware’s prog- 
ress in the last four decades—its ups and downs, its lights and shadows. Per- 
sonal experiences of an intensely interesting nature, sound advice to the men 
behind the counter against a background of hardware history will make this 
one of the most readable series of articles ever published in a trade paper. 
Watch for the appearance of the initial installment! 
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ie the beginning the store showed its glassware on 
uncovered tables. 

To obviate this, she covered the tables with neat 
sanitary crepe paper—cost a little more, but looked 
better. 

Instinctively refined folks noted all these niceties 
and called in larger numbers, bringing with them 
friends who had never been in the store before. 

In the show cases miscellaneous merchandise had 
been placed in the beginning without any special 
thought to its sales appeal to the particular type of 
customers who patronize the store. 

Mrs. Jones took hold of this problem. 

First she placed neat mats in the bottom of the 

cases. Next she neatly laid out on the mats such mer- 
chandise as in her judgment would awaken interest 
on the part of the customer who visited that depart- 
ment. 
@ This arrangement and display of merchandise, 
speeded up by sales suggestion cards inside, pepped 
up sales considerably—created much new business for 
the store. 

These displays are changed at regular periods, 
always seasonable. 


EXT Mrs. Jones gave her attention to the elec- 
trical case. 

This counter was much like the usual electrical case 
in stores—neat glass front with glass shelves, but 
lacking that warmth that gets under the skin and 
stimulates the buying impulse. 

q@ Mrs. Jones fancied she could make this show case 
more attractive—she did. 

In the first place, she placed soft grey velvet strips 

on the glass shelves, which gave a glow of added rich- 
ness to the percolators and toasters. 
@ To deepen this richness, she ordered a set of soft 
glow counter lamps—a woman’s touch of daintiness 
that always registers where sentiment is associated 
with the purchase of merchandise. 

In these and many other ways, through the use and 
application of the womanly instinct, the Jones store 
has felt the vibration of a new force and been largely 
benefited thereby. 

While familiarizing herself with the business, Mrs. 
Jones has given it new ideas in return for knowledge 
received—a fair exchange. All of which is largely to 
the advantage of the store and to the welfare of the 
Jones family, male and female both. 

Get the wife into the store, boys—let her learn and 
let her help. It will be good for the business. 

Through collaboration we evolve, flower and acquire 
better mutual understanding. When we work closer 
together, and more intimately sense each other’s prob- 
lems, the love corpuscle never grows rusty nor misses 
fire—just glows on and on. 
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fragrant smell of newly cut hay 
fills the countryside. 

I have just returned from a motor 
trip of several hundred miles, 
through a section somewhat more 
advanced than ours, and this sense 
and smell of hay cutting is fresh 
upon me. 

But this season of the year holds 
a decided interest for us hardware 
men. Haymaking is money making 
time for the hardware dealer. 

The farmer 
and his hard- 
ware dealer 
must go into a 
sort of partner- 
ship; the farmer 
would say, “Mr. 
Hardware Man, 
you know I de- 
pend on you 
every year to 
get my haying 
supplies and to 
keep those 
necessary re- 
pairs that we all 
have to use, so 
don’t forget us 
this season.” 

In turn, his 
good hardware iS 
friend behind 
the counter will 
reply, “Have no 


eee are the days when the 
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F orming a anil with the Farmer 
During the Harvest Season. 


By A. H. VAN VORIS 


your wants in every possible way.” 

If partners are working to help 
each other, then isn’t this a real 
affair? 

Well, I should say so! 

In a measure, we may almost 
divide the entire business of haying 
and harvest season equipment into 
three classes: 

(1) Implements. 

(2) Supplies and equipment. 

(3) Repairs. 

The first class will not hit every 







PITCH FORKS, HARPOON FORKS. 
Ae WILLIAMS Ly wae. - your cows now and keep them free from tom out of a 
flies---guaranteed to kill the flies. P K OMPRESSED 


used in a CO 


you call on us promptly, so 
as not to be disappointed at 


single dealer, I imagine, for not ev- 
ery one of us sells farm implements. 
It concerns a class of merchandise 
into which realm every dealer must 
feel his own way and learn his own 
path by experience. Sometimes local 
conditions do not warrant the time 
and initial expenditure which are es- 
sential if the dealer is to hang out 
his shingle to read “Farm Imple- 
ments Sold Here.” 
If his territory has been open to 
inroads by “farmer agents,” he will 
do well to watch 
his step care- 
fully before go- 


Haying iahig Is Almost Here----Are You Ready For It?) ing in. too far, 


We are distribators of ‘the since some deal- 
equally famous and well ers have learned 
known LOUDON and MYERS through the pill 
HAY CAR OUTFITS. of rather bitter 

‘We have a good stock on experience that 
hand now and suggest that when farmer 


dealers sweep 
into a territory 


the last minute. with various 

is time to be looking into this HAY CARS kinds of farm 
_matter for the haying — TRACK implements they 
will be here before you know it. : HANGING HOOKS are frequently 
If you need a new rope this BRACKETS compelled to sell 
year we can furnish you with the HAY FORK ROPE them for cost in 
pees MOUNTED GRINDSTONES order to pay for 
MOWING MACHINE SEC- them. Naturally, 

TIONS AND GUARDS that simply 


knocks the bot- 


AIR SHOULDER price 


carrying 


fear, Mr. Farm- PUMP saves crops from insects and blight. with it a legiti- 
er; our partner- mate profit 

PuONE ill, N. Y. ~ 
ship is as good I. VAN VORIS, t8 Coblesk . which belongs to 
this year as ever. A sample ad that brought the farmers to I. Van Voris, Cobleskill, N. Y., for thei the hardware 


We'll look after 


haying equipment and supplies 


dealer. 
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That’s one side of the issue which 
merits the keen study of the hard- 
ware man before he goes in too 
heavily. 

On the other hand, the country 
over, this can’t be a very serious 


The Breaking Strength of Rope 


THe tests below showing the breaking strength of 
rope were made by the Bureau of Standards, 


Washington, D. C. 
14-inch rope 
54-inch rope 
34-inch rope 
l-inch rope 
1%-inch rope 
1\%-inch rope 


drawback, for there are doubtless 
thousands of good dollars which 
change hands and land into the hard- 
ware coffers for just this very mer- 
chandise, every year. 

Farm implements must be used. 

They do wear out and they must 
be replaced, and the hardware man, 
from his daily contact with the 
farmer, is a logical source of supply. 
So we would merely suggest a bit of 
investigation of the local field when 
considering this line. 


Supplies and Equipment Necessary 


Under the heading “Supplies and 
Equipment,” we at once pass from 
a class which may be somewhat 
doubtful to some hardware dealers, 
to one which has no precarious ele- 
ments connected with it. 

For haying and harvest, supplies 
and equipment are absolutely neces- 
sary. 

Every farmer is going to buy 
them somewhere and the hardware 
dealer who carries out his part of 
that compact of being ready to help 
is not only sure to help his farmer 
customer at a critical time, but he is 
likewise going to help boost his own 
store profits. 

I suppose we can begin at either 
end or at the middle without consid- 
eration of this class. 

How about hay fork rope, for a 
starter? 

Hay fork rope in the three-quar- 
ters, seven-eighths or possibly inch 
size is a fairly expensive proposition 
for the farmer who is buying the 
complete outfit for a new or a rebuilt 
barn. 


No Substitute for Good Rope 


It weighs up heavy and, knowing 
that a complete length will run into 
a fairly sizable figue, for him, there 
may perhaps be a temptation for the 
merchant ta try out some of the 
cheaper brands of rope. 


13,650 Ib. 
18,440 Ib. 
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We have always sold one of the 
best, nationally known and _ adver- 
tised brands, but we have investi- 
gated some of the cheaper ropes, to 
meet arguments for them from 
farmers who may feel that they can 
buy honest rope 
for a lot less 
money. 

We found that 
invariably the sam- 
ples of cheap hay 
fork rope which 
came into our 
hands were com- 
posed largely of 
short fibers; these, 
under strain, would 
gradually pull 
apart, and when a 
few breaks had oc- 
curred friend farmer might as well 
discard it for good, as far as using 
it for his hay carrier is concerned. 

Occasionally they do have to learn 
this lesson; but we have yet to find 
a customer who has tried it out with 
satisfaction; nine times out of ten 
they have returned for our grade, 
with bitter lament against cheap 
repe, which is only too expensive in 
the long run. 

We have a sample of the raw 
manila fiber of our rope, hanging in 
plain sight near the rope reels, and 
we find it quite convincing to the 
customer. It’s another case of “see- 
ing is believing.” 

The hay car is quite a little outfit 
in itself, for the merchant must not 
only familiarize himself with this 
device, but likewise with the type of 
track, hooks, brackets and connec- 
tions. 

In general, there are two types of 
hay cars, one for metal and one for 
wood track. 

In our section the former predom- 
inates, and it stands te reason that 
it is more permanent to use; we do, 
however, sell some of the latter type. 

Then, there are various types of 
hay forks or grapples. The simple 
type is known as 
the harpoon fork, 
and, I believe, it is 
also the least ex- 
pensive for the cus- 
tomer. 

For the farmer 
with a big hay crop 
to harvest, some of 
the larger grapple 
forks are more 
economical, since 
they do the work 
more quickly. 

Hay fork pulleys come in different 
kinds, too. There is the plain pulley, 
with both metal and wood sheaf. 
Next comes the “knot passing” va- 
riety. None of them are costly to the 


tion. 
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farmer and if you recommend that 
latter type he will not have to buy 
again, if he happens to break his 
hay rope and mend it with a large 
splice or knot. 

Another item, rather small and in- 
expensive but ever so necessary, js 
the floor hook. 


Haying by Hand 


But not every farm is composed of 
broad, flat acres. And some of these 
broad, expansive fields are bordered 
by side hills where mowing machines 
and rakes cannot be operated con- 
veniently nor with safety. 

These fields and the smaller farms 
afford an opportunity to the hard- 
ware dealer to sell such items ag 
scythe and snath, pitchfork, scythe 
stone, wooden hay rake and the like. 
As a matter of fact, every farmer 
needs them, if for no other purpose 
than to cut the grass around the 
stone walls, fences and in the or- 
chard, so they are a sure and safe 
bet for the dealer every season. 

That mowing machine we _ just 
mentioned won’t run very well with- 
out lubricating oil. If you carry it 
in two grades, you will have a vari- 
ety both in'price and in weight of oil 
to offer your customers. 


The Question of Repairs 


Our third classification of the 
topic in which we are all so inter- 
ested at this season of the year, 
namely “repairs,” is one which is 
subject to considerable development, 
if the dealer so desires. 

It has been our experience that we 
do not carry over many repairs if 
we study out the machines used most 
in our locality and provide a good 
stock of sections and guards for 
them, naturally adding the rivets for 
the former item. 

Other parts will be asked for dur- 
ing the season, to be sure, but sec- 
tions and guards are the standbys 
which every farmer using a mower 
must secure and the more infrequent- 


Separate Cash Drawers for Salesmen 


ACH salesman in the Stewart Brothers Hard- 
4 ware Co. Memphis, Tenn., has his own cash 
drawer in the cash register. Daily accounts are kept 
of the sales and money taken in and every month 
these are compared with the salesman’s salary. 
Stewart brothers declare this is a mighty fine way 
of finding out the profit producers in the organiza- 
Of course, allowances are made for men being 
on non-productive work, etc., but each man always 
does his best to make the greatest showing. 


The 





ly broken parts can better be secured 
by order, so far as the dealer’s not 
cluttering up his stock with all sorts 
of odds and ends of repairs is con- 
cerned. 
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Post Office Department to Investigate 
Cost of Mail Service 


Inquiry May Determine Adequacy of Parcel Post Rates 
—Prosperity of Country Reflected in Big 


Washington, D. C., July 16, 1923. 
TOVOR the first time in twelve years 
Pt Sam is about to make an- 

other serious attempt to ascertain 
the cost of transporting merchandise in 
the mails. This big undertaking was 
ordered by the last Congress and will 
include as accurate a determination as 
possible of the expense to the Govern- 
ment of handling all other classes of 
mail, although the chief concern of the 
Post Office Department is to get some 
reliable figures on the parcel post. 

For no less than eighteen months the 
most experienced men in the postal ser- 
vice have been constantly at work de- 
vising the system which is to be em- 
ployed in gathering data for this cost 
accounting experiment which will be 
prosecuted at a number of selected 
postoffices, including Washington, from 
Sept. 21 to Oct. 20 inclusive. There 
will be an actual count of all classes of 
mail and a close calculation of the time 
occupied and the expense incurred in 
handling each of the four major classes 
of mail matter. 


Parcel Post Data Difficult to Obtain 


Notwithstanding all these elaborate 
preparations the oldest men in the pos- 
tal service are somewhat skeptical as 
to whether reliable data will be secured 
concerning the actual cost to the Gov- 
ernment of gathering, transporting and 
delivering the parcel post. All the 
facilities at the command of the de- 
partment will be concentrated on this 
phase of the big job as the results ob- 
tained, if conclusive, will probably be 
used as a basis for révising the entire 
schedule of parcel post rates. 

Postal experts have made numerous 
attempts to estimate the cost of han- 
dling the parcel post ever since the 
service was launched by Postmaster- 
General Hitchcock a dozen years ago. 
Some of these attempts have been ludi- 
crous failures and in no case have re- 
sults been secured that are likely to 
Prove of value in connection with the 
work now on foot. 

On several occasions the department 
has obtained the approximate cost of 
certain features of the parcel post ser- 
vice, such as pick-up service, railway 
transportation, etc. More than one 
postmaster-general has had the teme- 


Postal Receipts 
By W. L. Crounse 


rity to quote figures in an annual re- 
port to Congress alleged to represent 
the cost to the Government on account 
of the parcel post in excess of the ex- 
penditure that would have been made 
if the parcel post service had not been 
in existence. Of course, these figures 
are misleading and usually have been 
quoted for the purpose of supporting 
some economic theory sought to be ex- 
ploited. 


Experiments in England 


For more than thirty years the Brit- 
ish Post Office Department has made 
periodical efforts to determine the cost 
of the handling of parcels in the mails 
but with unsatisfactory results. The 
failure to obtain reliable data is due 
largely to inherent difficulties in the 
problem which famous postal experts 
have sought to solve from entirely dif- 
ferent points of departure. 

It goes without saying that the cost 
of the parcel post service, either in the 
United States or in England, cannot be 
arrived at by charging to it only that 
part of the total expenditures which 
would be saved if the carrying of par- 
cels in the mails were abandoned. Such 
a calculation would leave out of ac- 
count nearly all the overhead expense 
and would make necessary the distri- 
bution over first, second and third class 
mail of a heavy expenditure in which 
the fourth class or parcel post should 
bear its full share. 

The fallacy of excluding overhead 
was amply demonstrated in the last 
comprehensive experiment made _ in 
England to determine the cost of han- 
dling parcels. In the test referred to 
the department charged against the 
parcel post only the cost of the extra 
facilities, labor and transportation ac- 
tually required to handle parcels in the 
mails and a figure was thus arrived at 
so low as to start a movement on the 
part of the public for lower parcel 
post rates. Skilled accountants, how- 
ever, were able to demonstrate the 
fallacious basis employed in this ac- 
counting method and to convince the 
authorities that the cost totals must 
include a factor more or less arbitrar- 
ily arrived at, representing a share of 
the administrative expense of the ser- 
vice. 


Former Postmaster-General Burle- 
son, who became an ardent champion 
of minimum parcel post rates com- 
bined with maximum weight limits. 
spent a good deal of the taxpayers’ 
money exploiting a utopian dream in- 
volving the distribution of farm prod- 
ucts by mail “from garden to table” at 
microscopic cost. The big postal de- 
ficits of recent years, running into up- 
wards of $60,000,000 per annum, are 
to a substantial extent the legacies of 
Mr. Burleson’s liberality with the tax- 
payers’ money. 

I recently explained to readers of 
HARDWARE AGE the method by which 
the postal service receives its appro- 
priation from Congress, pointing out 
that the Postmaster-General has no 
control over the receipts of the service, 
which he must cover into the Treas- 
ury, but must go to Congress for a de- 
ficiency appropriation if the amount 
allotted to him falls short of the total 
expenditures, notwithstanding the fact 
that the money paid for the postal ser- 
vice by the public may be more than 
ample to defray its cost. Thus, as 
Postmaster-General New _ recently 
pointed out, a boom in business, reflect- 
ing the increasing prosperity of the 
country at large, may actually produce 
a deficit in the postal exchequer, there- 
by showing that a money shortage in 
the Post Office Department is not 
necessarily an unmixed evil. 


Deficit Largely Due to Parcel Post 


For a good many years, however, the 
cost of carrying on the postal service 
has substantially exceeded the postal 
receipts and as the parcel post service 
has expanded more rapidly than any 
other branch, and the postal deficiences 
have borne a close relation to this ex- 
pansion, many of the most experienced 
men in the service are now convinced 
that the parcel post rates are substan- 
tially below the cost of handling the 
business and should be materially in- 
creased. Whether this view is correct 
or not can only be positively determined 
by such exhaustive and elaborate tests 
as those about to be undertaken by the 
department. The method to be pursued 


(Continued on page S84) 





HARDWARE AGE 


July 19, 1928 





IO 


ey 








CURRENT NEWS | 


First Part of 1923 Compares Well 
With 1922, Say Dealers 


Discussed at Brooklyn 


New York State President Praises 
Hardware Age Convention 
Report 


Question box discussions and a re- 
view of the work accomplished by the 
National Retail Hardware Association 
at the Richmond convention occupied 
the attention of the Brooklyn Hard- 
ware Dealers’ Association at a meeting 
held July 12 at the Johnson Building, 
Brooklyn, N. Y. 

The volume of retail sales during the 
first six months of this year compares 
favorably with the first part of 1922, 
in the opinion of the Brooklyn deal- 
ers. According to statements made 
by members of the association in 
answer to questions by H. A. Cornell, 
chairman of the question box commit- 
tee, the volume of sales the first six 
months of this year ranged from $46 
behind to $17,000 ahead of business 
done during the first half of 1922. 

R. J. Atkinson, president of the New 
York State Retail Hardware Associa- 
tion, in discussing the Richmond con- 
vention, said that “the retail conven- 
tion issue of HARDWARE AGE was one 
of the best trade papers he had ever 
seen.” He urged the Brooklyn dealers 
to read the report published by this 
publication and to help the national 
organization to solve the problems of 
distribution. Speaking about the con- 
vention, Mr. Atkinson said: 

“There is no foreign feeling when at- 
tending a national convention. When 
you find yourself in company with such 
Brooklyn association men as Cornell 
and Rohlfs and such New York State 
association men as Foley, Aikman, Tor- 
rence, Kelly and Carpenter, and our old 
metropolitan associates, Ludlow and 
Littell of Newark, and come face to 
face with Bob Parsons, Murray Sar- 
gent, W. A. Graham and Thompson of 
the manufacturing crowd, and, of 
course, our old friends of the trade 
press, Eddie Baltz, Roy Soule, Llew 
Soule, and our particularly good friend 
and associate, Charley Downes of the 
HARDWARE AGE, it seems more like an 
old home week than a gathering that 


represents the hardware business from | 


all sections of the United States. 
“One of the most striking events to 
me was the large attendance of the 
manufacturers. They attended every 
session and took deep interest in the 
proceedings. 
“But it would hardly be fair to 
speak about the Richmond convention 
without speaking about the one man 


who more than all others was respon- | 


sible for the program and the success- 
ful handling of it. I refer to Herbert 
P. Sheets,» the secretary of the Na- 
tional, whom many of you had the 





| pleasure of meeting at our May meet- 
| ing. The success of the convention was 


the result of his personal efforts and 


| hard work.” 





Mr. Atkinson outlined the work of 
the convention and stressed particu- 
larly the cooperation of the Depart- 
ment of Commerce, the National Hard- 
ware Manufacturers’ Association and 
several individuals. 

“To sum up,” he said in conclusion, 
“as a representative trade gathering I 
think the Richmond convention will 
compare favorably with any other trade 
gathering in the country. Represent- 
ing the entire country as it did, the ear- 
nestness and effort put forth to place 
our trade on the highest ethical basis 
possible must make every hardware 
man feel proud to be associated in such 
work.” 

H. A. Cornell and H. R. L. Rohlfs 
also spoke briefly on the convention. 

In the opinion of the Brooklyn deal- 
ers, the price outlook shows signs of 
stabilization. They believe the price 
peak has passed and expect a gradual 
recession. 

Letters from the Hardware Boosters 
and Underhill, Clinch & Co., jobbers, 82 
White Street, New York City, were read 
by Robert Pearsall, secretary of the 
association, in which the Brooklyn 
dealers were thanked for the action 
they took in preferring charges of neg- 
ligence against a policeman in connec- 
tion with the death of Henry Luhrs. A 
full account of the case was published 
in the May 17 issue of HARDWARE AGE, 
which account was mentioned in the 
letters read by Mr. Pearsall. 


Hubbell with Greenfield 


R. B. Hubbell recently joined the 
Greenfield Tap & Die Corp., Greenfield, 
Mass., as manager of machine tool sales. 
Mr. Hubbell has had many years’ ex- 
perience in the manufacture and selling 


of machine tools. During his connection | 


with the industry he has paid much at- 


tention to the grinding field and is said | 


to be an authority on grinding. Be- 
fore 
Greenfield Tap & Die Corp. he was con- 


nected with the Norton Co. and the | 


Heald Machine Co. 


Kramer Dead at 52 


Harry F. Kramer, general sales man- 
ager, Somers, Fitler & Todd Co., Pitts- 
burgh, for the past 20 years, died re- 
cently at his home in Pittsburgh. He 
was born in Pittsburgh 52 years ago 
and had lived all his life in that city. 
He was a member of the Masonic 


fraternity, the Pittsburgh Chamber of | 


| Commerce, the Pittsburgh Field Club, 


| 


the Pittsburgh Athletic Association and 
the Kiwanis Club. He is survived by 
his wife, two sons and two daughters. 


becoming associated with the | 


New Tool Firm Under Way 


| Thomson Heads Tobrin Tool Co. 
| at Plantsville, Conn. 

| The Tobrin Tool Co., Plantsville, 
Conn., was recently incorporated under 
the laws of the State of Connecticut 
with an authorized capital of $100,000 
for the manufacture of tools, forgings 
and other metal products. 

The president of the company is 
William S. Thomson, formerly vice- 
president and general manager of H. J). 
Smith & Co., who is said to be the 
the inventor of many of the tools made 
by this organization. Mr. Thomson 
was, it is said, the pioneer in the de- 
velopment and the manufacture of the 
so-called “perfect handle” type of tool. 

J Brannin, vice-president and 
secretary of the Tobrin company was 
for twenty years sales representative 
of the H. D. Smith & Co.. and is said 
to be largely responsible for the crea- 
tion of the demand for the “perfect 
handle” type of tool. 

Robert W. Pain, treasurer, was also 
connected with the Smith company as 
sales representative and has had ex- 
tensive experience in the sales and 
manufacturing field, in both the hard- 
ware and automobile industries. 

Machine installations have been com- 
pleted at the company’s plant at Plants- 
ville, and the production and dis- 
tribution of its line of tools, the so- 
called “knife handle” type, consisting of 
screwdrivers, pipe wrenches, etc., has 
already begun. 


l 
| 
| 
| 
| 





Implement “Dealers Study 
Discounts 


For the purpose of determining the 
attitude of members in respect to the 
list and discount method of billing im- 
| plements, the National Federation of 

Implement Dealers’ Association, Abi- 

lene, Kan., has recently prepared a bal- 

lot for distribution to retailers. 

A report of the referendum will be 

presented for consideration at the next 
| convention of the associated organiza- 
| tions. A widespread interest in the sub- 


| ject is indicated by the large number 
of returns already received. 


H. M. Harrelson, Manager, 
Clifton Mfg. Co. 


| Howard M. Harrelson has recently 
| joined the Clifton Mfg. Co., manufae- 
turers of auto fabric equipment, Waco, 
| Tex., as manager of the company. He 
| will occupy offices in Kansas City, Mo. 
| Mr. Harrelson will be assisted by Ear! 
H. McNabb. 


Shaffer Joins Ohlen-Bishop 


R. A. Shaffer, formerly connected 
| with the Simmonds Mfg. Co., Fitchburg, 
| Mass., for many years, is now repre- 
senting the Ohien-Bishop Co., Colum- 
| bus, Ohio. 
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WALTER A. AIKMAN 
DEAD 
Was Identified with Stamping and 


Galvanizing Industry 
Since 1847 


Walter Monteith Aikman, for three- 


tified with the stamping and galvaniz- | 


ing industries, died July 6 at his home 
in Greenwich, Conn., in his 96th year. 

At the time of his death, Mr. Aik- 
man was chairman of the board of di- 
rectors of the Central Stamping Co., 


Walter M. Aikman 


New York City, and Newark, N. J., 
with which he had been connected for 
nearly seventy-seven years. Mr. Aik- 
man was thus identified with the 
enameling industry during practically 
its entire history in this country, and 
until the last few years was a promi- 
nent and active member in the indus- 
try’s associations. 

Mr. Aikman was born in New York, 
April 6, 1828. In May, 1947, at the 
age of nineteen, Mr. Aikman began his 
career in the sheet metalware industry 
by becoming associated with N. E. 
James & Co., which was established in 
1834. At the end of the second year, 
Mr. Aikman became a partner of the 
rm. 

The company later consolidated with 
E. Ketcham & Co., and in 1886, when 
the name Central Stamping Co., was 
assumed, Mr. Aikman became president. 

The buildings of the present factory 
cover about ten acres and an extensive 
line of sheet metal products, including 
enameled ware cooking utensils, are 
produced. 

Mr. Aikman held the office of presi- 
dent from 1886 until 1922, when he be- 
came chairman of the board of direc- 
tors, E. M. Blake becoming president, 

- B. Hunt, vice-president and treas- 
urer, W. H. Aikman, Jr., second vice- 
president, and W. G. Wherry, secretary. 

Besides his manufacturing interests, 


| Mr. 


Aikman was also a trustee and 
vice-president of the South Brooklyn 


| Savings Instituton, and was for many 


| Ridge, N. J. 
quarters of a century prominently iden- | 





years prominently identified with the 
Presbyterian Board of Missions. Mr. 
Aikman is survived by two daughters, 
Mrs. Ella M. A. Stevens and Mrs. | 
Mary A. Wood, of Greenwich; and a 
son, Walter M. Aikman, Jr., of Glen 


Akron Lamp Expands 


The Akron Lamp Co., Akron, Ohio, 
has let a contract to build an addition 
to its factory which will enlarge it to 
almost double its present size. This 
concern was organized in 1898. Its 
product is gasoline lamps particularly 
adapted for rural homes. Present offi 
cers are: J. Steese, president; W. C 
Krisher, vice-president; A. C. Dick, sec 
retary and treasurer. These officers and 
C. A. Hoff and E. C. Witwer comprise | 
the board of directors. 





| Gendron Wheel Co. to Stop | 


| vehicles. 
| duced 40,000 bicycles annually. 





Making Bicycles | 
The Gendron Wheel Co., Toledo, | 
Ohio, will discontinue the manufacture | 
of bicycles in preference to juvenile | 
At one time this plant pro- | 
This 
action will give added facilities, it is 
said, for the making of the juvenile | 
line. 


American Sheet Glass Co. 
Leases Plant 
H. E. Travis, president, The Ameri- 


can Sheet Glass Co., Clarksburg, W. 
Va., recently announced that this newly 
formed company had leased the North 
View plant of the Liberty Glass Co., | 
where active manufacturing will com- 
mence, he said, Nov. 1, 1923. Four Cault | 
window glass machines are now being 
built in Belgium. The American Sheet 
Glass Co. will employ about 150 men. 


Draudt to Head Sales for Marion 
Tool Works 


O. E. Draudt, general sales manager 
The Cushman Company, Inc., Cham- 
paign, Ill., has resigned his connection 
with that company to become sales 
manager of the Marion Tool Works, 
Marion, Ind., manufacturers of the 
“Crecoite” line of hatchets, pliers, 
wrenches, ete. 





Pacific Dealers to Hold 
Year Meeting 


A mid-year meeting of the Pacific 
Northwest Hardware & Implement As- 
sociation is to be held at the Hotel 
Frye, Seattle, Wash., July 25-26. Ques- | 
tions of interest to the entire trade will | 
be discussed at this meeting and the 
accomplishments of the annual con- | 
gress of the National Hardware Asso- | 
ciation will be reviewed by President | 
Coleman and E. E. Lucas. 


Mid- 


| Coast warehouses 
| Simmons Co., has resigned and resumed 


\DE 


Winchester Changes 


Maycumber, Western Manager, 
Pugsley, Eastern Head, 
Pfeiffer Resigns 


F, A. Maycumber, sales manager of 
the eastern and western districts of the 
Winchester-Simmons Co., New Haven, 
Conn., has moved his headquarters to 
San Francisco, Cal., and will devote 
his time and attention to the interests 
of the firm on the Pacifie Coast. Edwin 
Pugsley, head of the retail stores de- 
partment of the the Winchester Co., 
as assumed charge of the eastern 
division. 

A. E. Pfeiffer, manager of the Pacific 
of the Winchester- 


his former connection with the Bulletin 
Co., Boston, Mass. Mr. Pfeiffer was 
in charge of the warehousing of the 
Winchester Repeating Arms Co., New 
Haven, Conn., when the Winchester 
agency plan was launched and the first 
branch warehouses were opened. 


Emerson Succeeds Scott on 
Clean-up Committee 


R. W. Emerson, who has been en- 
gaged in the organization and adver- 
tising work of the National Clean-Up 
and Paint-Up Campaign Bureau, St. 
Louis, Mo., was recently appointed ex- 
ecutive secretary of the Finance and 
Audit Committee, of which E. H. Dyer, 
of St. Louis, is chairman, and which 
finances and supervises the work in be- 
half of the paint and varnish trades. 

Secretary Emerson succeeds W. T. 
Scott, who resigned at the expira- 
tion of his contract with the committee 
July 1. Mr. Scott recently became 
managing editor of the Painters Maga- 
zine, New York City. Mr. Emerson is 
said to have had extensive journalistic, 
advertising and business experience. 


Holmes Heads New Tool Co. 


The Holmes Products Mfg. Co., with 
a factory at Irving, N. J., and offices in 
Newark, N. J., was recently incorpo- 
rated for the purpose of manufacturing 
the Holmes extension bit holder and 
other quality tools. Charles R. Holmes, 
president of the company, was super- 
intendent of the Hyatt Roller Bearing 
Co. for ten years and was recently 
connected with Holmes & Rice. F. M. 
Winslow is secretary of the new com- 


| pany. 


J. T. Orr Dead in Ohio 


James Thomas Orr, retired partner 
Prince & Orr, hardware merchants, 
Wadsworth, Ohio, died recently follow- 
ing a long period of illness. Mr. Orr 
retired from active business two years 
ago, due to ill health. He had been ac- 
tive in the retail hardware business 
for twenty years. He survived by 


is 


| his wife. 
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Factory Town Gets Prize for | 


Cleanliness 


Lynn, Mass., was recently awarded 


the silver cup offered by the New En- | 


gland Clean Up Committee to the city 
or town in New England conducting 
the best organized and most thorough 
and most educational 


cleanliness. The award was made by 


Maj.-Gen. Clarence R. Edwards, H. A. | 
MacDonald, secretary to Gov. Chan- | 
ning H. Cox of Massachusetts, and | 


Frank W. Whitcher, former president 


of the Massachusetts Chamber of Com- | 


merce. 


Honorable mention was given to 


Malden, Mass., and Burlington, Vt., and | 
special commendation to East Boston, | 
Mass. The following towns were also | 


_Danbury Hdw. Co. Gives 


cited as having conducted excellent 
clean-up campaigns: Cambridge, Mass.; 
Boston, Mass.; Fitchburg, Mass.; Am- 
herst, Mass.; Hinsdale, Mass.; New 
London, Conn., and Augusta, Me. 

The cup, which is of solid silver and 
stands 20 inches high with base, was 
won by Lynn last year, and becomes 
the permanent property of the city or 
town winning it three times. 


campafgn for | 


| ner at Dorlon’s Point, East Norwalk. 
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E. M. Healey a Grandfather | 


Friends of E. M. Healey, Dubuque, | 
Iowa, will be pleased to learn he is a | 
grandfather. Mr. Healey is a past pres- 
ident of the National Retail] Hardware 
Association and a vice-president of the 
National Association of Winchester | 
Clubs. This makes the fourth genera- | 
tion in the Healey hardware business. | 
George W. Healey founded the busi- | 
ness in 1847. E. M. Healey is now the 
head, and his son, George B., is asso- 
ciated with him. The grandson, George 
W., who arrived May 20, is named after | 


| the founder and it is hoped will make | 


the fourth generation in actual charge | 
of the business. 
| 
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C. H. Robinson Vice-President 
of Goodell Company 


In the June 28 issue of HARpware 


| AGE it was stated that Hiram W. John- 


son had been chosen as vice-president 
and clerk of the Goodell Company, An- 
trim, N. H., and Carl H. Robinson was 
a member of the board of directors, 
This was misleading in that Mr. Rob- 
inson is vice-president and clerk of the 


| company and Mr. Johnson a member 


of the board of directors. 


Greenville Retailers to Close Early 
in July and August 


A special meeting of the recently 


' formed Greenville Hardware Merchants 


Employees Dinner 


The Danbury Hardware Co., 249-251 
Main Street, Danbury, Conn., recently 
entertained the employees of the com- 
pany and their families at a shore din- | 


| Ocean Avenue, 


Association, which comprises all the 
hardware dealers in the Greenville sec- 
tion of Jersey City, was held at 395 
Jersey City, N. J., 
Thursday, July 5. Resolutions were 
passed to close all member stores at 
1 p. m. Wednesday during July and 
August and to close all member stores 


| all day Sunday during July and August. 


Telephone Courtesy and a Delivery System 
Will Help Your Business 





OH BUSINESS 
IS— JUST A 
MINUTE, JOE, 
THERE'S THE 
PHONE 


tins 


HELLO BILL 
HOW'S BUSINESS? 


HELL-O — HELLO! WHAT NUMBE 
YER CALLING? YAAS-THIS |S 
CHUMPS-DON'T GETCHA-TALK LOUDER 
ke yt yl MRS BONES-0H 

“YAAS-A WHAT? SPELL \T-"M" 
YES~"0" YES-WHAT'S THAT? OH “3s 


WHAT? KIND OF A MOP 

DIDCHA WANT? EH-WHAT? 
YOU WANT IT DELIVERED 
RIGHT AWAY— CAN'T D0 IT. 
THE MAN'S BUSY \N THE STORE 
AN WE DONT LIKE TO SEND HIM 
OUT SPECIALLY ON SMALL 








HE COULD TAKE 

IT ON HIS WAY 

HOME — EH-WHAT- 

OH-YOU DON'T 
Aul- 
BY! 


WANT \T AFTER 


ALL RIGHT— G00- 











UM-MMP- CUSTOMER CALLS 
UP AND SAYS SHE WANTS A 
MOP_THEN SHE SAYS SHE DONT 
WANT \T- CAN YER BEAT \T8-BuT] 

YOU WERE ASKING HOW BUSINESS 
WAS— TLL TELL YOU-—— 





YOU DON'T _HAFFTA 
TELL ME—I KNOW- 
ITS ROTTEN ! 
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Rumor of Fall Shortages 
Ripples Market Surface 


OBBERS and retailers generally concur in the belief that the price peak in the hard- 
ware markets has been reached, but they are nevertheless following a policy of 
cautious buying for fall and winter merchandise. 
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The usual summer slackness is being felt in jobbing centers and no large volume of 


wholesale business is expected until after Labor Day. 
for immediate requirements only. 


proximately 10 cents per bag. 


Union Hardware Co., Torrington, Conn., is reported 
by Boston to have reduced prices on wooden tackle 


blocks approximately 10 per cent. 


Landers, Frary & Clark, New Britain, Conn., are 
reported to have readjusted some of their cutlery and 
electrical appliance prices, which show advances rang- 


ing from 5 to 71% per cent. 





Among the price changes made effec- 
tive in the leading jobbing centers dur- 
ing the past week were the following: 


NEW YORK.—Maydole hammers ad- 
vanced 1214 per cent. Jobbers say this 
advance has been expected for some 
time past as these hammers were below 
the market level. Few other price 
changes were made effective during the 
week by local jobbers. The general 
market is comparatively quiet. 
CHICAGO.—The labor situation has 
improved in this territory, as it is 
reported that it is now easy to obtain 
both skilled and common labor. The 
large volume of business in the local 
hardware market is being affected by 
the summer and there is a growing ten- 
dency toward more conservative buying 
= the part of retailers. Turpentine 
declined 1¢. per gal.; denatured alcohol 


advanced 3c. per gal, and white lead 
declined 1%¢, per lb. 





‘YOME manufacturers of buckshot reduced prices ap- 


Some manufacturers of wrought washers have ad- 


Apprehension is said to be felt in some quarters about possible shortages of fall goods, 
but the average retailer does not seem to be seriously concerned. 


Manufacturers’ Price Changes 


Philadelphia. 


wire. 


Dealers are buying in small lots 


vanced prices, and are now quoting $4.50 off list, 


E. H. Tate Mop & Cordage Co., Boston, Mass., is 
reported to have advanced prices slightly on picture 


Prices on cotton mops are reported to have been 
cut by several manufacturers. 

David Maydole Hammer Co., Norwich, N. Y., 
ported to have advanced prices practically 12'2 per 


is re- 


cent, which is said to bring prices on these hammers 






Price Changes from Jobbing Centers 


BOSTON.—Honors were about even 
the past week in markups and mark- 
downs in leading hardware items. 
Wooden tackle blocks were reduced 10 
per cent, Bermico paper $10 a ton, 
while a slight reduction, possibly 5 per 
cent, was made in pick and mattock 
quotations. On the other hand, slightly 
higher prices on roller skates, just a 
few cents a pair, are in effect, and mak- 
ers of one of the most popular lines of 
cutlery in this territory have advanced 
list prices 5 to 10 per cent. Next sea- 
son’s lawn mower prices are out, which 
are practically the same as those quoted 
today. 


PITTSBURGH. — Wrought 
advanced and are now being quoted 
at $4.50 f.o.b. Philadelphia. Conveyor 
chain has advanced slightly and lead 
shot has been reduced and is 
quoted at $2.25 per 25-lb. bag. 


washers 


now 


Asbes- 


tos packing is reported lower and prac- 


up to market levels. 


tically all makers of cotton mops are 
reported to have cut prices. 


CINCINNATI. — The only price 
change made by local jobbers during 
the past fortnight was a reduction of 
10c. per bag in drop shot. Refriger- 
ators were reduced 10 per cent to close 
out a line by one jobber, but this de- 
cline was not general. Prices generally 
are very stable. Turpentine declined 
10c. per gal. 


TWIN CITIES.—Market conditions, 
so far as price advances are concerned, 
have become more stabilized, and al- 
though price advances are reported on 
wheelbarrows and registers, the general 
tendency is toward declining prices. 

There has been a decline in prices 
on eaves trough, conductor pipe and 
elbows, bringing same to about the 
same price as before the comparatively 
recent advance. 

Manufacturers have advanced prices 
on wood stave and concrete steel wheel- 
barrows; also on cast steel registers, 
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Vacation Days and Summer Slump 
Slacken Interest in New York 


USINESS in the New York hardware market at and that the changes that will be made during the balance 
B present is more or less confined to pick-up trading. of the year will be more or less in the nature of read- 
The usual summer lull seems to be settling on the justments. Some jobbers seem inclined to be slightly ap- 
market, although jobbers report that advance fall orders prehensive about the possibility of shortages on shovels, 
are fairly large. axes, saws, and special tools, during the coming fall and 
Retail business is fairly active. The majority of dealers’ early winter buying period. This apprehension, however, 
interviewed experienced a better volume of sales during is not general. 
the first six months of this year 'than they did during the Collections are said to be gradually improving. It is, 
first half of 1922. perhaps, also of interest to note that although a fair 
The general opinion among jobbers and retailers in this amount of fall business has already been booked, the 
section seems to be that the price peak has been reached, dealer is showing caution in placing advanced orders, 


RIES. _Jobbers’ quotations, f.o.b. New out chains. Size 1%, $3.48 per doz. 
AUTOMOBILE ACCESSO * s ork: with chains, $2.81 per doz. without 
—Sales are good; stocks fair; prices ‘Cider mills, 814 in. tub, $5.90 each; chains. Size 2, 95.37 per doz. with 
steady 10% in. tub, $7 each; 11% in. tub, chains. Size 3, $7.26 per doz. with 
f " 9.40 each; 13 in. tub, $12 each; 18 chains. 
AXLES.—Jobbers report good fall or- a 9 
ders. Stocks fair; prices strong. Berry Crushers, aluminum teeth, HEDGE AND BORDER SHEARS— 
A 7 wood box, each, . oe ‘ . ne é 
yagbbers’ quotations, f.o.b. New Fruit Presses, 2 qt., $2.98 each; 4 a oe continues; stocks 
rh 95 each; 6 qt., $5.75 each; ’ . 
Me wy sn to oh y Ss ws. P ge 12 at, ‘7. 50 each. Jobbers’ quotations, f.o.b. New 
a rt York: ‘ 
Tost P0036 jes Se eto bie COTTON GLOVES.— Advance orders Hedge shears, plain, 61%4-in., 938c. 
lb., $20.75 per doz.; 5% ib. only, reported large; prices firm; stocks fair. per pal; 8-in., $1.40 Per pair; 9-ia,, 
99 75 , : .50 per pair; 10-in., $1.75 per pair. 
"Gels ease 2% lb., 19 in. handles, — een feb. oe Hedge shears, notched, 8-in., $1.50 
$14.25 per doz. Cotton gloves, light weight, $1.55 ay ge “a $1.65 per pair; 10-in,, 
BOLTS AND NUTS.—Demands con- ey ad Pe gn age gay. 5 Border shears, 9-in., no wheel, $2.40 
ities; ; rist, §2. _ pair. ir; 9-in., with wheel, $2 per’ pair; 
fined to small quantities; stocks ample; Henry" walsh, Sei per dom pal BSI! aR Nath EG BE et a 


easier price tendencies rumored. 1 ‘ : 
Jobbers’ quotations, £.0.b. New COASTER WAGONS.— Interest con- NAILS. — Buying consistent; stocks 
York: bape at tinues at firm prices; stocks fair. light; prices strong. Jobbers say they 
Square nuts, -in., 16c. to 17c. per Jobbers’ ati .0.b. Ne i i 
m: hin. ee 16¢. per Ib.; %-In., a quotations, f.0.b ew do not look for price reductions for 
13c. to 14c. per 1b.; ye-in., 12c. to 18¢. Coaster wagons, with steel tired some time. 


per Ib; Yin, Ue. to, 120, ver Ib.; disc wheels, body 14 x 32 in., height Jobbers’ quotations, f.o.b. New 
oie 106. hg Ile. per Ib.; %-in., 9c. 15 in., diameter of wheels 10 in., 95.20 York: a 
geht el , , each. Same, with body 16 x 88 in., Pon aa 1501 + 
ee ee SS $5.82 each. Rubber tired = —— Ms hw nails, $4.35 to $4.50 base, per 
ato seg ad Mick : ° , body 14 x 32 in., height 15 in., diam- ates 
TO 1 OB to — eee eter of wheels 10 in., $5.57 each. eels oat poe Hhyend cant lots, 
hE. cay A gale - pee ‘ a Same, with body 16 x 38 in., $6.19 8 ie ak a 
ogy aa 0 30 : 7 & oe each. Coaster wagon with steel disc Roofing nails, 1 x 2, 100 Ib., $9.50 
a ie : at hi b ‘ he on a ae to yheels, 11 in. in diameter, with body galvanized; and plain, $7.50. 
ato cee aients a " 8.24 _— specially constructed, Wholesale prices vary in different 
Lag screws, 30 and 10 to 30 and 5 $8. cace, h » sections of the city. 
per cent. FREEZERS. — Warmer weather has een tee 4 
Semi-finished hexagon bolts, y and rer ar ok aide sally: SASH CORD. Interest fair; stock: 
smaller, 60 to 60 and 10 per cent; stimulated renewed pick-up interest In Jjight; prices steady. 


‘ ick As } a ° j J 

eamee ane thicker, 55 to 50 and 10 these items. Stocks broken; prices firm. Sovbers’ quotations, f.0b. New 
Tinners’ rivets, 40 to 50 per cent. Jobbers’ quotations, f.o.b. New York: ; 
Hexagon machine screw nuts, iron, York: Cotton sash cord, 43c. to 46c. base, 

45 per cent; brass, 60, 10 and 5 to 70 White Mountain freezers, 1 qt., per Ib. 

per cent from new list. 43 each; 2 qt., $2.83 each; 4 is Prices vary according to gr ade and 
Toggle bolts, steel bright finish, 75 3. each; 4 qt., $4.12 each; ; differ also in different sections of the 

per cent. 5.25 each; 8 qt., K 5 3 city. 
Stove bolts, steel bright finish, 75 9 each; 12 qt., .75 e » 26 : ICR a ilized: i 

to 75 and 5 per cent. $12.80 each; 20 qt., $16.60 each. SCREWS. Prices more stabilized; in 
Iron rivets, . to 50 per cent. Solid Vacuum freezers, 1 qt., $3.33 each; terest lighter; stocks fair. 

copper rivets, 20 per cent. 2 qt., $4 each; 3 qt., $6.67 each , i b. New 
Lockwashers, }; to %4-in., 70 per Household freezer, 1 qt. gat can, = quotations, f.0.b. 


cent; # to %-in., 70 per cent; }} to $12.50 per doz. Vieod screws, iron bright, fiat 


1-in., 70 7 , ae 
Expandien folt’shields, 65,10 ana FRUIT JAR RUBBERS.—Mild interest heal, 75 per cent,, Iron bright, round 
r ce ie ie : F and oval hea 4 per cen 

per cent. continues at firm prices. Stocks ample. Sleek, Mat tend, oor cont plus 5 


Screw anchors, 75 and 10 per cent. 
Jobbers’ quotations, f.o.b. New per cent to net amount. of. invoice. 
BUCK SAWS, ETC.—Jobbers are book- York: : Iron, blued, round head, 72% Lard 
ing orders for items listed under this Fruit jar rubbers, 80c. to 85c. per cent; brass, flat head, 70 per. cent. 
headin Pri A - stocks fai gr. Prices vary acording to grade Brass, round and oval head, 67% Pep 
ading. rices firm; stocks ialr. and also in different sections of the oe ae” —— re 
i rs’ ati lew sity. In 12 gross lots, 75c. per gross. er cent; nickel plated, flat head, 
_Jobbers’ quotations, f.o.b. New city n 12 gross lots, 75c. per gross 6214 per cent. Some jobbers give an 


bg GAME TRAPS.—F ings fai 
baal eee ae 1AME APS.—Fall bookings fairly extra 20 per cent on wood screws. 
Buck saws, red frame, double brace, Machine screws, fron, prices vary 


$9 per doz. Buck saw, double brace, large. 
varnished frame, polished breasted ’ ; : Som Sts oer cat. Drees pe 
blade, 30 in. regular teeth, $13 per Jobbers’ quotations, f.0.b. New vary from 50, 10 and 5 to 6 and 
doz. Similar saw, with round breast York: : ; on 
blued blade, extra thin back, 4% Victor traps, size 0, with chain, SIDEWALK SCRAPERS. — Advanee 
points, $13 per doz. $1.65 per doz., without chain, $1.28 : : Prices 
iow Sache, taser, 0650 cor to per doz. No. 1, $2, with chain; $1.59 | bookings are now being made. 
One man _ saw, we. per ft. Two per doz. without chain. Size 1%, firm. 
man saws, 66c. per ft.; cross ¢ut saws, $3.05 per doz. with chains, $2.32 rs ‘ : oi 
55c. per ft. doz. without chains. Size 2, $3.9 _Jobbers’ quotations, f.0.b. New 
Wood split wedges, 10%c. per Ib. per —_ —- Size 3, $6. 71 York: wate 
' per doz. with chains. Sidewalk scrapers, tank rivetet 
CIDER MILLS AND FRUIT PRESSES. Oneida jump rape, tive 0, $2.07 Ee #4 sr doz. Scraper we 
—JInterest an i inn ° per doz. with chains, $1.71 per doz. shank, 5 per doz. Seraper, 
er 1 d buy ng are beginning; without chains. Size 1, $2.38 per with socket, '6 x 7, $8.75 per doz 
Stocks ample; prices strong, doz. with chains, $1.89 per doz. with- Snow pushers, 31 x 12, $2.75 each. 
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Labor Conditions Improve in Chicago— 


“Watchful Waiting” Buying Continues 


(Chicago Office of HARDWARE AGE) 
HE labor situation in the Chicago district has eased 
Te considerably within the last two weeks. Whole- 
salers found it almost impossible to secure enough 
help and advertisements brought small returns. The situ- 
ation now is just the reverse and it is now possible to 
secure all the help necessary. Where the extra labor is 
coming from is problematical, especially in view of the 
fact that in vacation time firms are short handed. 

The volume of business being done in hardware lines in 
this market continues to be remarkably heavy. 
slightly less than preceding weeks, but still heavy enough 
to keep large forces very busy. The usual July quietness 
is setting in and the situation, while apparently sound, is 
causing buyers to use a great deal of caution. 
feel lower prices will come but have not yet been able to 


ALARM CLOCKS. — Prices remain 
firm; demand continues excellent; job- 
bers’ stocks in fair shape. 


We quote from jobbers’ stocks, 
f.o.b Chicago: America, $11.40 in doz. 
lots, $11.04 in case lots; Blue Bird, 
$13.20 in doz. lots, $12.84 in case lots: 
Black Bird, $18.96 in doz. lots, $18.36 
in case lots; Bunkie, $20.88 in doz. 
lots, $20.16 in case lots; Lookout 
$13.20 in doz. lots, $12.84 in case lots: 
Sleepmeter,. $15.12 in doz. lots, $14.64 


in case lots. 
AMMUNITION AND FIREARMS.— 


Shipments taken early in the year are 
going out rapidly. Ammunition fac- 
tories are several weeks behind on or- 


ders placed with them. 
AUTOMOBILE ACCESSORIES.—De- 
mand is keeping up in fine shape. 

We quote from jobbers’ 
f.o.b. Chicago: 

Spark Plugs. Splitdorf, 50c. each; 
Regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each; Champion 
Blue Box line, 53c. each; A. C. Titan, 
58c. each: lots of 100, 56c. each; A. C. 
Special Ford, 44c. each. 

Spotlights. —- Anderson, No. 3280, 
$6.50 each: Stewart. $5.67 

Horns.—E. A. Electric 
each. 

Jacks.—Reliable Jacks. No. 46, $2.50 
each; in lots of 10, $2.25 each: Sim- 
plex, No. 36, $1.80 each; Ajax, No. 6, 
85c. each: National Standard, No. 21, 
$1.20 each. 

Pumps.— Rose, 1-in. 
$1.55 each. . 

Chains.—Non-skid. dozen pair lots, 
331% per cent discount; 50 pair lots, 

40 ner cent discount. 

Tires and Tubes.—30 x 3% non-skid, 
fabric, $8.65 each: cord. $11.80 each: 
gray inner tubes, 30 x 314, $1.30 each: 
red inner tubes, 30 x 314 $1.80 each. 

We quote f.o.b. factory: 

Snap-On Wrenches.—No. 191, Mas- 
ter Service Set, $15.25: No. 202, 
Heavy Duty Set. $8: 404, Tni- 
versal Socket Set, : No. 505B, 
Screw Driver Set, $3.46. All Snap- 
On wrenches less 40% discount, f.o.b. 
Milwaukee. 

AXES.—Prices firm; sales very active, 
including many early calls for fall sup- 
plies, 

We 
fob 
bitted 


stocks, , 


each. 
(Ford), $4 


cylinder, 


quote from jobbers’ stocks, 
Chicago: First quality sinele 
unhandled axes. 3 to 4 IJb., 
$14 doz. base: double bitted, $19 doz 
base; good quality black unhandled 
axes, Same weight, single bitted, $12 
doz. base: single bitted handled axes, 
$15 to $22 per doz., according to 
quality and to grade of handle. 
SOLTs AND NUTS.—Prices holding 
ae stocks in good condition; excel- 
ent demand continues. 


We quote from jobbers’ stocks. 


It is 


Wholesalers 


f.o.b. Chicago: Large carriage bolts, 
40-5 per cent off list; small carriage 
bolts, 45-5 per cent off list: large 
sized machine bolts, 40-10 per cent 
off list; small sized machine bolts, 
50 per cent off list; all stove bolts, 
70-5 per cent off list: all lag screws, 
50-5 per cent off list. 

BUILDERS’ HARDWARE.—No change 

in situation; demand still in excess of 

stocks. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, in 
case lots, $3.48 per doz. pr.; 4 x 4 
steel butts, old copper and dull brass 
finish, in case lots, $4.74 per doz. pr.; 
heavy bevel steel inside sets, case 
lots, $8 doz.; steel bit-keyed front 
door sets, $2 per set; wrought brass 
bit-keyed front door sets. $4 per set: 
eylinder front door sets, $8.50 per set 


CHAIN.—Prices firm and unchanged; 
demand continues steady and strong. 
We quote from jobbers’ stocks, 
f.o.b. Chiengo: %-in. proof coil chain, 
$9.75 per 100 lb.; American coil chain. 


40-10 per cent off list; No. 00 4% 
electric welded cow ties, $3 per doz. 


COPPER RIVETS AND BURRS.— 
Very steady demand; prices firm at ba- 
sis last reported. 

We quote from jobbers’ stocks 
fo.b. Chieago: Copper rivets and 
burrs, 30 per cent discount. 

CUTLERY.—The foreign situation in 
the Ruhr district is even more acute, 
and the French are tightening up on 
customs lines every day. It seems to 
be the disposition of the Rhineland Com- 
mission to put every difficulty in the 
way of applicants for permits. The in- 
dication is that there cannot, therefore, 
be any appreciable supply of German 
cutlery on hand in the U. S. A. this 
fall. Domestic lines are firm in price 
and in good demand. 


DOOR SPRINGS.—Demand has been 
very large; orders are still heavy. 
We quote from 
f.o.b. Chicago: Perfect 
doz.; No. 3, 35¢. doz.: 
doz.; No. 5, 44¢. doz.: 
doz.: No. 7, 64¢. doz.; Reliance 
$1.50 doz.: medium, $2 doz.; 
$3 doz.; Torrey’s, $3.10 doz 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Late spring has resulted in 
heavy buying at this time. Local prices 
quoted below are unusually favorable. 


We quote from jobbers’ stocks 
f.o.b. Chicago: 29 gage 5-in. lap joint 
gutter. $4.75 per 100 ft.; 29 gage 3-in 
conductor pipe, $5.10 per 100 ft.; 29 


jobbers’ stocks 
No. 2. 3c 
No 4, 38e 
No. 6, 60e 
light 
heavy 


gain many concessions on manufactured products although 
the raw material market has declined. 

Business seems to be at a peak where a little “watchful 
waiting” policy seems the best course. 
ware are heavy but represent actual needs. 
that many retailers are buying more than they need on 
the present market prices. 
been liberal in placing future requirements of seasonal 
goods, believing the fall demand will be good and a prob- 
able shortage would result in lost sales. 
are protected against declines and this season’s experi- 
ence in not being able to get their shipments promptly 
has made them adopt a more liberal attitude in specifying 
for future requirements. 
building up any large excess stocks and are keeping pro- 
duction in line with the demand. 


Orders for hard- 
It is not felt 


On the other hand, they have 


In any case they 


Factories are not believed to be 


gage, 1% x 8-in. ridge roll, $4 per lve 
ft.; 29 gage 3-in. conductor elbows, 
$1.55 per doz. 
FIELD FENCE.—Mills are about 
caught up with their orders. Sales 
are quieting down, due to the farmers 
being busy. 

We quote from jobbers’ 
f.o.b. Chicago: Field fencing, 
cent discount from lists. 

FILES.—Stocks fair; prices firm; ex- 
cellent sales reported. 

We quote from jobbers’ stocks. 
f.o.b. Chicago: American files, 65-5 
per cent off list; Nicholson files, 50-14 
per cent off list; Disston files, 50-10- 

19 per cent off list; Black Diamond 

files, 50-5 per cent off list. 
FISHING TACKLE.—Current business 
very good; fill-in orders running heavy; 
local stocks going out rapidly. 
FRUIT PRESSES.—Orders for presses 
coming with a rush. Dealers should 
prepare to take care of this year’s de- 
mand which will result from predicted 
heavy fruit crops. 

We quote from jobbers’ 
f.o.b. Chicago: Juicy Fruit presses, 
3-qt., $3.25 each; 6-qt., $4 each; 12- 
qt., $5.50 each: Enterprise No. 25 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each: No. 35, &8-at., $8.67 each 

GALVANIZED WARE.— Manufactur- 
ers have so many prices, it is hard to 
tell the market. All galvanized ware 
is strong. Local prices slightly re- 
duced. There is no weakening in manu- 
facturers’ prices, but jobbers show evi- 
dence of mid-summer clearances. 

We 
f.o.b. 


stocks 
60144 per 


stocks 


quote from jobbers’ stocks 
Chicago: Competition galvan- 
ized water pails. 8-qt.. $2 doz.; 10- 
at., $2.25 doz.: 12-qt., $2.65 doz.: 14 
qt., $3 doz.: galvanized wash tubs, 
No. 1, $7 doz.; No. 2, $7.25 doz.; Ne 
3, $8 doz. 
GARDEN HOSE.—There was little or 
no hose carried over from last season, 
and factories were unprepared for the 
unusual demand this season and are 
way behind on their orders. Conse- 
quently hose is very scarce. 


We quote from jobbers’ stocks 
f.o.b. Chicago: %-in. two-ply molded 
hose, 10%c. to l4e. per ft.; %-in. 
cord hose, 8c. to 10c. per ft.; %-in 
wrapped hose, 10%c. to l4e. per ft 

GLASS AND PUTTY.—Prices firm; 
replacements from factories slow; de- 
mand increasing. 

We jobbers’ stocks 


quote from 
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f.o.b. Chicago: Single strength A and 
B, up to 25-in., 85 per cent discount; 
over 25-in., 83 per cent discount; 
double strength A, all brackets, 84 
per cent discount. Putty, 100 
kits. $3.70: commercial putty, $2.55; 
glaziers’ points, Nos. 1, 2 and 3, one 
doz. packages, 65c. 


HANDLED HAMMERS.—Manufactur- 
ers making better deliveries, though 
still much behind with their orders. 
Sales ahead of normal records# prices 
remain firm. 


We 


quote from jobbers’ stocks, 
f.o.b. y 


Chicago: No. 11% first quality 
nail hammers, $13.25 per doz.; 12-oz. 
ball pein, $10 per doz.; competitive 
forged nail hammers, $8 per doz.; 
cast steel hammers, $5 per doz. 


EYE HAMMERS AND SLEDGES.— 
Most factories are full of business and 
slow in shipping. Prices very firm; de- 
mand much better than normal. 
We quote from jobbers’ 
f.o.b. Chicago: Striking or 


smiths’ sle« 5-lb. and 


12c. per Ib 


HATCHETS.—Demand unusually ac- 
tive; manufacturers still behind with 
deliveries; prices firm; no changes ex- 
pected for several months. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2, extra quality, 
broad hatchets, $19.40 per doz.; com- 
petitive grade, $15.65 doz.: warranted 
shingling hatchets, No. 2, $15 doz.; 
competitive forged shingling hatchets, 
No. 2, $11.10. 

HICKORY HANDLES.—No recent 
change in price. Manufacturers report 
costs continually increasing, and that 
they are unable to keep up with the 
demand, especially for the better grades. 

We quote from jobbers’ stocks, 

f.o.b. Chicago: Hickory handles, No. 
1 hickory axe handles, $4 per doz.: 
No. 2, $3 per doz.; finest selected 
second growth white hickory handles. 
$6 per doz.; special white second 
growth hickory, $5 per doz.; No. 1 
hatchet and hammer handles, 90c. 
per doz.; second growth hickory 
hatchet and hammer handles, $1.50 
per doz. 
HINGES.—Very satisfactory business 
reported; stocks badly broken; deliv- 
eries from manufacturers slow. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.12; 5-in., $1.57: 
6-in., $1.93; 8-in. $3.21; 10-in. $4.92 
per doz prs. Extra heavy T hinges 
in bundles, 4-in., $1.74; 5-in., $1.85- 
6-in., $2.31: 8-in., $3.95; 10-in., $5.64 
per doz. prs. 

ICE CREAM FREEZERS.—Prices un- 
changed; replacement orders coming in 
freely. 

We 


stocks, 
black- 
heavier 


ges, 


jobbers’ stocks, 
f.o.b. Chicago: Peerless and Alaska, 
1-qt., $2.95; 2-qt., $3.45; 3-qt., $4.10; 
4-qt., $5, less 20-10 per cent. White 
Mountain, %-qt., $3.50; 1-qt., $4.90; 
2-qt., $5.70: 3-qt., $6.90: 4-qt., $8.30; 
6-qt., $10.50; 8-qt.. $13.50; 10-qt., 
$18: 12-qt.. $21.60, less 50 per cent. 
Arctic, 1-qt., $3.80; 2-qt., $4.60; 3-qt., 
$5.45: 4-qt., $6.80; 6-qt., $8.60; 8-qt., 
$11.10, less 50 per cent. 


LAWN FENCE AND GATES.—De- 
mand very good; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Lawn fence, 53 per 
cent discount; galvanized gates, 42 
per cent discount; painted gates, 52 
per cent discount. 


LAWN MOWERS AND GRASS 
CATCHERS.—Stocks becoming broken; 
replacements necessary at advanced 
prices; large numbers still being sold. 
We from jobbers’ stocks, 
fo.b. Chicago: 14-in., $6 each net: 
16-in., $6.40 each net; 18-in., $6.80 
each net; ball-bearing lawn mowers, 
4 blades, adjustable bearings, 8-in 
drive wheels, finished in gold, alumi- 


quote from 


quote 
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num and blue, 14-in., $8.25 each net; 
16-in., $8.60 each net; 10%4-in., raised 
open drive wheel, 4 tempered steel 
blades, reel 6-in. diameter, finished 
in aluminum, gold and green, red and 
gold striped, $10.50 each net. Same, 
16-in., $10.95 each net; same, 18-in., 
$11.50 each net; 20-in., $12.25 each 
net. Grass catchers, wire frame, ad- 
justable heavy iron bottoms, white 
duck, for mowers 12 to 16-in., $9.40 
per doz. net. Same for mowers 16 to 
20-in., $11 per doz. net. 


NAILS.—No improvement in deliveries. 
Stocks are in bad shape on all odd nails 
such as L. H. roofing, plain and galvan- 
ized, box nails, and some sizes of fin- 
ished nails. 


We jobbers’ stocks, 


f.o.b. Chicago: Common wire nails, 
$3.80 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
1 -in. 


OIL STOVES.—Orders are coming in 

very satisfactorily. It would seem ad- 

visable to anticipate wants a little. 
We 


quote from 


from jobbers’ stocks, 
f.o.b. Chicago: New Perfection, 
burner, $17.50 list: 3-burner, $22 
list; 4-burner, $29.50 list, all less : 
per cent in lots less than 10. 


PAINTS AND OILS.—The demand for 
all kinds of paints and oils is unusually 


heavy. 
We quote from jobbers’ 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, $1.28 
per gal.; 5-barrel lots, $1.23 per gal. 
Linseed Oil.—Boiled, barrel lots, 
$1.30 per gal.; 5-barrel lots, $1.25 


quote 


stocks, 


per gal. 
‘tach ceaenaenattanias lots, $1.15 per 


gal. 

Denatured Alcohol.—In barrels, 
5le. per gal. 

White Lead.—100-lb. kegs, lic. per 
lb.; 50-lb. kegs, 14%4c. per Ib.; 25-lb. 
kegs, 14%4c. per I1b.; 12%4-lb. kegs, 
14%c. per Ib. 

Dry Paste.—In barrels, 614c. per lb. 

Shellac.—(4-lb. goods) white, $4 
per gal.; orange, $3.75 per gal. 

English Venetian Red.—In barrels, 

8.50 to $6.75 per 100 Ibs. 


PREPARED ROOFING.—As a natural 
result of the present phenomenal build- 
ing activity; the demand is excellent. 
Prices locally have been reduced to a 
very favorable basis for purchase, some 
items being reported as below makers’ 
cost. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofiing, $1.80 per 
square; best tale surfaced, $2.05 per 
square; medium tale surfaced, $1.40 
per square; light tal¢ surfaced, $75 
per square; red rosin’ sheathing, $75 
per ton. 

PYREX OVEN WARE.—Dealers pre- 
paring for heavy fall business.. 


We quote from stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 
No. 214, $12 doz. 

Casseroles. — Round, No. 
doz.; No. 8, $14 doz.; No. 
doz.; No. 184, $14 doz. 

Casseroles. — Oval, No. 
doz.; No. 194, $16 doz.; No. 
doz. 

Nursing Botiles.—Narrow neck, 
shapes and wide mouth, 4-0z. (nar- 
row neck only), 80c. doz.; all styles, 
6-02., $1.60 doz.; 8-0z., $2 doz.; 10-o0z., 
$2.40 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203. $7.20 doz.: No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 : 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
922. $14 doz. 


ROLLER SKATES.—Steady demand; 
orders coming in for fall and spring 
delivery; prices may be higher before 
spring. 

We quote from 


f.o.b. Chicago: Union boys’ 
$1.55 pr.: girls’, $1.65 pr. 


ROPE, MANILA AND SISAL.—Prices 


jobbers’ 
$7.20 doz.: 
167. $12 
183, $12 


193. 
197, 


212. 


stocks, 
skates, 


jobbers’ 
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firm and unchanged; sales continue on 


liberal basis. 
We quote from jobbers’ 

f.o.b. Chicago: First quality 

rope, standard brand, 18t6c. t 

per lb.; No. 2 manila rope, 

18%c. per Ib. base; so-called 

ware grade manila rope, 171%4c 

lb.; No. 1 sisal rope, highest « 

standard brands, 14%c. to 16 

Ib. base; No. 2 sisal rope, standard 

brands, 13%4c. to lic. per lb. base 
SASH CORD.—Sash cord moving fast: 
prices firmer. 

We quote from jobbers’ 
f.o.b. Chicago: No. 7 standard 
$10.35 per doz. hanks; No 
doz. hanks. 

SASH PULLEYS.—The demand re. 
mains strong with the heavy building 
operations. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
60c. doz., barrels, 54c. doz.; Common- 
Sence, 2-in., 60c. doz., barrels, 54e. 
- No. 105, 57c. doz., barrels, 53¢ 


OZ. 

SASH WEIGHTS.—Improvement jn 
deliveries noted; demand very heavy; 
price unchanged from basis last quoted. 

We quote from jobbers’ 
f.o.b. Chicago: Standard sizes 
lots at $47.50 per ton. 

SCREEN DOORS. — Demand very 
heavy. Screen door season usually 
done about July 1, but business is keep- 
ing up. Window screens usually sell 
heaviest through July and August. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 241, 2 ft. 6 in. x 6 
ft. 6 in., $28.80 per doz.; 2 ft. 8 in. x 
& ft. 8 in., $21.75 ner doz.; 2 ft 
x 6 ft. 10 in., $22.80 per doz; 

7 ft., $23.80 per doz.; No. 296, 2 

6 ft., $27.15 per doz.; 2 ft. 3 

$28.20 per doz.; 2 ft. x 10 ft. 

per doz.; 3 ft. x 7 ft., $30.65 per doz. 
SCREWS. — Excellent orders being 
taken at new prices; jobbers have fair 
stocks on hand. 

We quote from jobbers’ 
f.o.b. Chicago: Flat head _ bright 
screws, 80 per cent new list: round 
head blued, 78 per cent new list; flat 
head brass, 76 per cent new list; 
round head brass, 74 per cent new 
list; japanned, 74 per cent new list. 

SOLDER AND BABBITT METAL— 
Prices unchanged and at a very at- 
tractive level for buyers; demand ex- 
cellent and increasing. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der. $27 per 100 Ib: medium 45-55 
solder, $26 per 100 lb.: tinners’ 40-60 
solder, $25 per 100 Ilb.; high speed 
babbitt metal, $20 per 100 Ilb.; Stand- 
hy oe 4 babbitt metal, $11 per 


STOVE PIPE AND ELBOWS.—Future 
orders on this line are ahead of all 
previous records, and early deliveries 
should be taken where available to 
avoid the usual fall shortage or delays. 
Prices are very firm and are expected 
to so remain throughout the fall season. 

We quote jobbers’ stocks, 
f.o.b. Chicago: 

Stove Pipe.—30-gage, 6-in. nested 
blued pipe, $14 per 100 joints; 28- 
gage, $16 per 100 joints; 26-gage, $18 
per 100 joints. 

Elbows. — 6-in. blued corrugated, 
30-gage, $1.45 doz.; 28-gage, $1.60 doz. 

Coal Hods. — Galvanized, 17-in., 
$5.40 per doz. 

Stove Boards.—Crystal, 33-in., 
per doz. 


STEEL SHEETS.—Local prices con- 
tinue as follows, subject to slight con 
cession for quantity orders. There has 
been a slight improvement noted in 
deliveries from the mills, but stocks 
are still broken and sales continue very 
active. 


stocks, 
brands, 
$12 per 


stocks, 
in ton 


stocks, 


from 


$23.90 
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We quote from jobbers’ stocks, 9 galvanized plain wire, $4.15 per 100 tractor’s barrow, $7.25 each; com- 
f.o.b. Chicago: 28-gage galvanized Ib.; polished fence staples, $4.25 per petitive grade, steel tray, $4.50 each; 
sheets, $6.35 per 100 Ib.; 28-gage 100 lb.; catch weight spools painted common wood bolted, $3.75 each: 
plack sheets, $5.20 per 100 Ib. barb wire, $4.30 per 100 lb.; 12 .uesh steel leg, garden barrows, $6 each 

;00DS.—Manufacturers of wire black wire cloth, $2 per 100 sq. ft.; : se — 
WIRE G we : 12 mesh galvanized wire cloth, $2.35 WRENCHES.—No change in prices by 
ods have advanced prices 10 cents per per 100 sq. ft.; galvanized before : : : E 
B° No local changes as yet poultry netting, 45-10 per cent dis- local jobbers; business coming in very 
100 sq. ft. NO ca ges = yer. count; galvanized after poultry net- satisfactorily 
The demand is heavy for this time of ting, 45 per cent discount. SASESES y- 


the year. WHEELBARROWS. — Deliveries from We quote from jobbers’ stocks, 


- f.o.b. Chicago: Agricultural wrenches, 

We quote from jobbers’ stocks, factory slow; demand very active; 60 per cent off list; Coes wrenches, 

f.o.b. Chicago: No. 8 black anneated prices firm 40-10 per cent off; engineers 

wire $3.70 per 100 lb.; catch weight F : wrenches, 25 per cent off; knife han- 

spool galvanized cattle or hog wire, We quote from jobbers’ stocks, dle wrenches, 40-10 per cent off. Still- 

$4.60 per 100 Ib.; 80-rod spool gal- f.o.b. Chicago: No. 4 Tubular, $7.50 son, 60-10 per cent off; Trimo, 60-74% 
vanized hog wire, $3.98 per spool; No. each; No. 14, steel tray and leg, con- per cent off. 


Contidence Replacing Uncertainty 


in All Sections of New England 


(Boston office of HaRDWARE AGE) in passing business is reported although two of the 

EW ENGLAND retail hardware dealers continue to largest local houses this week booked some flattering 
N buy seasonable merchandise frequently, but in a orders. Heavy hardware jobbers again report business 
small way. As a result, shelf hardware jobbers’ as very satisfactory for this time of the year, with gross 

sales so far this month show a healthy increase over those sales running ahead of a year ago in quite a few cases. 
for the corresponding period last year, even after allowing Sentiment in general business circles appears to be 
for the appreciation in values since then. It is quite evident throwing off whatever uneasiness existed a short time 
that average retail stocks are far from burdensome, and ago regarding the future. More people than not now 
therein lies one of the biggest bull factors in the New anticipate satisfactory returns on capital beginning in 
England hardware situation. In view of the fact that September and continuing well into 1924. Money is plen- 
we are now in what jobbers commonly term a between tiful and compared with other commodities is cheap. 
hay and grass season, when business usually shows a Labor is well employed, although the supply situation is 
tendency to ease off in volume, the showing made so far not as acute as earlier in the year. People are spending 
this month is highly significant to jobbing houses. money, which means that goods at retail are moving in 

In the mill supply business some seasonable slowing up volume. 


AUTOMOBILE ACCESSORIES.—Both a a=. F-. at, binda list; C. P. $8.16 am in case (twenty-four) 
* - & inds, $1 off list; check ots, $3.06 each. 
retail and wholesale dealers report a nuts, list; semi-finished hexagon Waterbury Line.—Thrift, in case 


satisfactory volume of automobile busi- nuts, fin. and smaller, 60 and 10 iota, Ste. onehs; in less than case lots, 

. ar ‘ er cent discount; larger, 50 and 10 5e. to ic. each. telay, twenty-five 

ness. Turnover, in a majority of cases, per cent discount; semi-finished case to the case, $2.21 each; in less than 
shows a gratifying increase as compared hardened nuts, 50 per cent discount. case lots, $2.33 each. 

ith thi ‘ti last Th Gilbert Line.—Tornado, in case 

wi Is time last year. ere appears CANNED HEAT.—So far this summer lots, 85c. each; in less than case lots, 


to be a leanin n majority * of 90c. to 95c. each. 
a oe J y the movement of canned heat out of Miscellaneous,—Bluebird. $1.14 each: 


retail dealers to concentrate on a com- jobbers’ stocks has run well ahead of in dozen lots, $1.10 each: in case 


paratively few items, and results ob- } lots, $1.07 each. Blackbird, $1.62 
; ; d ast year. The demand appears to come vane A : ee 
tained are profitable. Prices display y PP each; in dozen lots, $1.58 each; in 


notable steadiness. Manufacturers, as largely from iis so-called evumivy re- no lho agregar 

far. as can be ascertained, are inclined tail trade, although city deliveries are CUTLERY.—A local manufacturer of 
t ; hich ie des 1 : remarkably good. safety razors has overcome labor trou- 
f a ca | wig nd ate We quote from Boston jobbers’ bles, and production has been resumed 
even in the most competitive lines, due stocks: on a normal scale. During the dispute 


i —No. 5002, stove, $27 : 

to manufacturing costs. onan tae ae a the point was brought out that the com- 
, oe aoe No. 5019, milk warmer, $33; No. 5051, any has a large supply of blades in 

BICYCLES. -Retailers’ demands on nn acale ack Mee ee Ee aaa eae pany ge suppl) 

jobbers pressing; retail sales good; ma- set, $18; No. 4004, extinguisher, $1.20; r serve. 


chines scarce. Jobbers informed by No. 4021, stove, $6: No copper). S18: FILES.—Demand exceptionally good 
manufacturers it is impossible to keep $3; No. 4050, curling iron heater, $3: for this season; jobbers’ stocks in fair- 


up wit! i j No. 5001, cooker, $12; No. 6050, ition: ‘veri 
p with business on books. aluminum stove, $24; discount, 3344 ly good condition; preenys deliveries 
We quote from Boston jobbers’ per cent. are being made; bulk of buying ap- 


stocks: Canned Heat.—No. 4006. $10.80 a pars i 7 
Westfield Line.—Geneva, 20-22 in., gross, net; No. 4008, $25.20. pears to be by shops affiliated with the 
men's, $31.75 each, net; motor bike , automobile business. 
, No. N56, $33.75; No, A469, $34; CLOCKS.—Clocks are flowing more We 
y's, No. NJ3, $29.50; women’s, No. ; : 
Nis, $33; girl's, No. NJ4, $80. pripgho ts ceiece oe sae an Filles. Nicholson and Bisck Dia- 
BOLTS AND NUTS.—The market for get some of the goods they have been rey i gs Kany | 
certain kinds of bolts appears more in urgent need for months. 


In New Foote, 65 and 5 per cons discount 
u American-Swiss, list; X. F., 12% per 
“5 ocala ever. On the surface fngland, at least, there appears to cent discount. 
to the wren ia, auction in prices, due be a big hole to fill, both for imme- FISHING TACKLE.—Good demand re- 
tain ater: competition among cer- diate and future retail wants. Jobbers, ported by jobbers; retail stocks far from 
agin wesegpeinn therefore, consider the outlook as ex- excessive; retail dealers having excep- 
+ Ai aaa —_— a ene tremely healthy. tional season due to lateness of re- 
ane te bolts, with H. P. We quote from jobbers’ osigg 4 orders. 
uts, % x 4-in. shorter and smaller, Western Line.— Sleepmeter, $1.30 . F 
cut threads, 30 and 5 per cent dis- each; in dozen lots, $1.26 each; in FOOTBALLS.—The retail trade has be- 
count; larger and longer, 30 and 5 per case (forty-eight) lots, $1.22 each. gun to place orders for footballs to 
cent discount, with C. T. & D. nuts, Jack-o-Lantern, $1.95 each; in dozen <a : . re 
25 per cent discount; tap bolts, list; lots, $1.90; in case lots, $1.84 each. be delivered later in the year. So far 
— cormage bolts, 25 per_ cent Big mn 8 each; 7 — a business has been spotty, but the fact 
Scount; Empire tire bolts, 45 per 2.21 each, in case wenty-four P a 9 em 
cent Gincount. Stove bolts, 65 io 5 lots, $2.14 each. Baby Ben, $2.28 that buying has set in is significant. 
per cent discount; bolt ends, 30 per each; in dozen lots, $2.21 each; in Prices show very little change, which 


cent dis : s, 45 case (t ty-fou lots, $2.14 each. : ~ 
fom oe oe Monitor $3.25 po ME in Gam lots, may explain why some retail dealers 


quote from Boston jobbers’ 
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are getting in under cover at this early 
-date. 
We 
stocks: 
Footbalis.—Boy’s, complete with 
bladders, No. 3, $9 per doz net; No 
4, $12; No. 5, $18. 
Bladders.—For No. 3 


quote from Boston jobbers’ 


and 4 foot- 


balls, $3.50 per doz. net; for No. 5, 
$4.50. 


FREEZERS.—An unexpected demand 
for freezers developed the past week, 
and indications are the coming week’s 
billings will beat last year’s record for 
the corresponding time. 

We Boston 
stocks: 

Freezers.—W hite Mountain, 
$4.85 list; 2-qt., $5.65; 3-qt., 
4-qt., $8.25; 6-qt., $10.45; 8-qt., 
10-qt., $18: » $21.50; 15-qt., 
20-qt., $3: , $42.60. 

Arctic, $4 list; 2-qt., 
3-qt., $5.55: 4-qt., $6.80; 6-qt., 
8-qt., $11.10; 10-qt., $14.80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers ‘discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 
3-qt., $4.10; 4-qt., $5; 6-qt., $6.30; 
8-qt., $8.20; 10-qt., $10.75; 12-qt., $14; 
15-qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt., only, 
$2.25; less one-third off. 

GLASS.—Immediate requirements, to- 
gether with bookings for fall delivery 
keep market unusually active; prices 
very steady. 

We 

. Stocks: 

Window Glass.+Single A, 25 
bracket, 8’ per cent discount; 34 to 
40 bracket, 84 per cent discount; 
larger, 82 per cent discount. Double 
A, all sizes, 83 per cent discount. 
Single B, 25 bracket, 86 per cent dis- 
count; 34 to 40 bracket, 85 per cent 
discount; larger, 83 per cent dis- 
count. Double B, all sizes, 86 per 
cent discount. 

GUNS AND AMMUNITION.—Guns 
and ammunition are in light demand, 
although the recent drop in shot ap- 
pears: to have created increased inter- 
est among some retailers. 

We 
stocks: 

Ammunition. — Loaded _ shells, 25 
and 1 per cent discount: rim fire car- 
tridges, 25 per cent discount; center 
fire cartridges, 18 per cent discount. 

Drop Shot.—Smaller than B, $2.50 
per bag: B and larger, $2.75 per bag; 
Air rifle, Boy Scout, shot, $4.65 per 
case. 

Guns.—Stevens’ line, 12 gage, 28 
in., single shot, $9 each net; 16 gage, 

28 in., single shot, $9; 12 gage, 30 in., 
single shot, $11: 12 gage, 28 in., 
double shot, $18.50; 12 gage, 30 in., 
double shot, $20.75: 12 gage, 30 in., 
hammerless, $20.75 to $24.30: Savage 
line, shot, 12 gage, 30 in., $41.75 
HAYING TOOLS.—Excellent demand; 
individual orders placed by retailers 
small, but aggregate number received 
weekly by jobbers remarkably large; 
jobbers’ stock will clean up well this 
year. 
HOSE.—Continued dry weather has 
further stimulated the demand for rub- 
ber hose. Jobbers have difficulty in fill- 
ing all orders owing to the backward- 
ness of shipments from manufacturers. 

We 
stocks 

Rubber 
foot: Good 
141%%e 

INSECTICIDES. Sufficient belated 
businesss in insecticides transpired the 
past week to warrant the belief among 
jobbers that practically all stocks will 
be cleaned; 1923 will go down in hard- 


quote from jobbers’ 


1-qt., 


$4.60; 
$8.66; 


auote from 3oston jobbers’ 


quote from 3oston jobbers’ 


quote from Boston jobbers’ 


124ec 
sull 


Hose. — Milo 
Luck, 11%c.; 


per 
Dog, 
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ware history as one of the best years 
on record in the sale of insecticides. 


We Boston jobbers’ 
stocks: 

Insecticides.—Arsenate of lead in 
paste form, in 1-lb. packag®s, 25 to 
the case, 26%c. per Ib.; in 2-lb. pack- 
ages, 25 to the case, 24%6c.; in 5-Ib. 
packages, 12 to the case, 22'%c.; i 
10-lb. packages, 12 to 
19%c.; in 25-lb. packages, 
50-lb. packages, 13%c.; 
packages, 12%c. In dry form, 
llb. packages, 24 to the case, 33c. 
per Ib.; in 5-lb. packages, 12 to the 
case, 29c.; in 10-lb. packages, 6 to 
the case, 28c.; in 100-lb. packages, 
23¢e. 

Pyrex.—1l-lb. jars, 24 to the crate, 
$7.32 a crate; in 5-lb. jars, 12 to the 
crate, $15 a crate; in 10-lb. jars, 6 to 
the crate, 914.15 a crate; in 25-lb. 
jars, 4 to the crate, $21 a crate; in 
50-lb. packages, $9.75; in  100-Ilb. 
packages, $15.75; in 300-lb. lots, $45. 
If ordered in %-ton lots a discount 
of 4c. a pound is allowed; %c. in 
ton lots; and 1c. in 2%-ton lots. 


quote from 


TI ee 


“Forty Years of Hardware” 


W #ITTEN by a man who 

knows hardware from A to 
Z, one of the outstanding figures 
in the trade, this forthcoming 
series of articles in HARDWARE 
AGE will be well worth your read- 
ing. Keep your eyes open for 
further announcements and when 








the series opens don’t miss a word. 
Yow’'ll be well repaid. 


IRON AND STEEL.—Sentiment among 
jobbers and warehouses regarding 
prices has grown decidedly bullish since 
the recent statement regarding extras 
by the United States Steel Corporation. 
The movement of iron and steel out 
of New England stocks is very fair 
for this time of the summer. 

We Boston jobbers’ 
stocks: 

Steel.—Soft steel bars, $3.51% per 
100 lb.; flats, $4.40; plain concrete 
bars, $3.761%4; deformed bars, $3.76%; 
structurals, angles, channels, beams, 
$3.6114; tire steel, $4.80 to 95.15; open 
hearth spring steel, $6.50 to $10; cru- 
cible spring steel, $12; bands, $4.80; 
hoops, $5.80 to $6.30; cold rolled steel, 
$4.75 to $5.25; toe calk steel, $6.15; 
plates, $3.71% to $3.97%. 

lron.—Refined bars, $3.51% per 100 
Ib.; best refined bars, $4.75; Wayne, 
$5.50; Norway, 96.60 to $7.10. 

KEGS.—Interest in cider kegs grow- 
ing rapidly; jobbers handling this class 
of merchandise have fair stock on hand. 

We quote from jobbers’ stocks: 

Cider kegs.—Red oak, inside and 
outside finished, 5-gal., $1.65 each 
net; 10-gal.. $2.20; 15-gal., 2.50; 

20-gal., $2.95: 25-gal., $3.30; 30-gal., 
$3.65; 50-gal., $5.30, 

LAWN MOWERS.—Makers of lawn 
mowers are out with next season’s 
prices, which are practically the same 
as those quoted today. 

We Boston jobbers’ 
stocks: 

Lawn Mowers.—Competitive makes, 
12-in., $5.75 net; 14-in., $6; 16-in., 
96.25; 18-in., $7. Colonial 16-in., 
$8.75 list; 18-in., $9.13; Newport, 
16-in., 8.25; 18-in., $8.63; Lakewood, 
16-in., $9.63; 18-in., 910; Imperial, 
14-in., $13.25; 16-in., $14.25; 18-in., 
$15.25; 20-in., $16.25 Discount, 50 
per cent. 


quote from 


quote from 
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PAPERS.—The local market on Ber. 
mico paper has been reduced $10 a 
ton to $85 in ton lots. All kinds of 
prepared paper are in demand, although 
the call is less urgent than a month 
back. 


We quote from Boston jobbers’ 
stocks: 

Roofing Paper.—Bermico paper, $85 
per ton, f.o.b. Boston stock. Tuarre@ 
felt paper, $61.50 per ton from stock, 
sheathing paper, direct factory ship- 
ments, $75 per ton; from store, $80. 

PICKS AND MATTOCKS. — Slight 
downward movement in the market for 
picks reported; prices firm. 


We quote from Boston jobbers’ 
stocks: 
Picks.—Railroad, 40 and 10 per 
cent discount; contractors’, 40 and 
5 per cent. Grub hoes, 40 and 10 per 
cent discount. Mattocks, 40 and 10 
per cent discount. 
PRESSES.—Fruit presses are begin- 
ning to move out of jobbers’ stocks, 
Early indications are that the 1922 ree. 
ord will be equaled or bettered. 


We quote from Boston jobbers’ 
stocks: 

Presses.—Fruit, Brownie,  &-qt., 
$4.50 net; Dutcher, No. 00, $6 75; 
No 0, $8.50; No. 10, 912; No. 20, $19° 

REFRIGERATORS.— People are or- 
dering refrigerators later than usual 
this season. A fortnight ago it was 
generally believed the movement was 
about over, but since then orders have 
flowed in every day. As a result, job- 
bers’ stocks are depleted. 
ROPE.—Enough orders for rope are 
coming to hand to keep interest keenly 
alive in the market. 

We quote from Boston 
stocks: 

Rope.—Manila, 21c. 
rope, 17c. per lb. 

Hay Rope.—18c. 

Lathe Yarn.—Sisal, 
lb.; D200, 18c. 


RULES AND LEVELS.—Sales hold 
remarkably well, thanks to continued 
activity in the building trades. 


We quote from Boston jobbers’ 
stocks: 
Rules.—Stanley line, No. 61, 
joint, $2.63 per doz. net; 
$3.48; No. 68, fourfold, $1.91; 
ship carpenters’, $5.05; No. 51, 
ing scale, $3.42. 

Levels.—Stanley line, No. 0, 28-in., 
$1.07 each net; No. 7%, 36-in., $1.98; 
No. 30, 28-in., $2.44; No, 287, 24-in., 
$3.54. 

SASH CORD.—The recent action of 
the raw cotton market keeps the sash 
cord market unsettled all the time, but 
changes in prices are slight. 

We quote from Boston 
stocks: 

Sash Cord.—Acme, 46c. per Ib. base; 
Sacham, 44c.; Massachusetts, 7lc.; 
Sampson spot, 76c. 

ROLLER SKATES.—A slight advance 
in prices for roller skates is announced 
for Aug. 1; jobbers accepting business 
on new basis. 

We 
stocks: 

Roller Skates.—Union Hardware 
Co. line, No. 2, 70c. to 76c. per pair 
net; No. 3, 75c. to 82c.; No. 10, 91.10 
to $1.20; Nos. 4, 5 and 6, $1.65 to 
$1.90. 3 

STOVES.—Big turnover in oil cook 
stoves; retailers cramped for deliveries. 

We jobbers’ 
stocks: 

Cook Stoves 


jobbers’ 


per Ib. Sisal 
per lb. - 
C130, 


l7c. per 


square 
No. 63, 
No. 42,° 

draft- 


jobbers’ 


quote from Boston jobbers’ 


quote from Boston 
(Oll).—Florence line, 
2-burner, $11.40 each net; 3-burner, 
$14.70; 4-burner, $17.75; Detroit- 
Jewell line, No. 33, 3-burner cnam- 
eled, no shelf, $16.50 each, with siielf, 
$23.25; No. 23, black, without shelf, 
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But Jill missed her train 
—to town. Missed a party. 
Missed a show. ’Cause the 
garage-door stuck. And 
jammed, And balked. 


Jill went upstairs tell- 
ing Jack about his goofiness. 
He bought the hardware— 
that mis-hung the door—that 


Jill t-o-l-d Jack about that 
da—(beg pardon!)—jammed 
door. Also she T-o-l-D him 
about it. Sometimes they do! 


HOW any man the 
McKinney 

Garage Set Book 

‘ you ought 

to chain one 

to your counter! 

and settle 

any garage-door 


And at breakfast Jill 
t-OL-d Jack of that stuck 
door. Also, Jill mentioned 
the stuck door. Frequently. 
Indeed, extensively. 


problem offhand! ; ; As Jack sauntered forth 


Sell any man 

a McKinney 
Complete Garage Set 
‘ everything 
needed to hang 
garage-doors right 
. . . all in one 
handy box ready 
for easy use 

and you’ve done 
more than earn 

a pleasing profit. 
You've made a 
friend! ! ! 

Want the book? 
Yours in a minute! 
Drop a line to 


McKINNEY 
MANUFACTURING 
COMPANY, 
Pittsburgh, Pa. 


But Jack had an idea! 
*"Ray for Jack!! And the 
Hardware Man, used to 
sufferers from Jilltellitis, 
knows what to prescribe. 


ow 


e Hardware Man has 
merely added Another 
McKinney Set sale to his 
long list. But all Jilldom 
and Jackdom now knows 


S-A-T-1-S-F-A-C-T-1-O-N. 


into the balmy morning, he 
heard Jill refer to the ga- 
rage-door. You almost hear 
him hearing her. 





Just a box and a _ book. 
But it is A book and A 
BOX! Doors never stick 
where that box goes to work. 


MCKINNEY 


Complete Garage Door Sets 








$13.50, with shelf, $20.25; No. 43, 4- 
burner, no shelf, enameled, 920.50, 
with shelf, $28.25; No. 32, 2-burner, 
enameled, no shelf, $15.50, with shelf, 
$19.50; No. 42, 4-burner, black, no 
shelf, $19.50, with shelf, $24; No. 22, 
2-burner, black, no shelf. $12.50 Per- 
fect, 1-burner, No. 31, $6.65 net each; 
2-burner, No. 212, $12.75; 3-burner, 
No. 213, $15.40; 4-burner, No, 2144, 
$19.60. 
THERMALWARE.—Sales of Thermal- 
ware one-gal. jars exceeding expecta- 
tions; jobbers’ stocks being depleted. 
The jars list at $5 each, with 30 per 
cent discount, and if purchased in lots 
of six, there is an extra 5 per cent 
discount. 
TOILETS.—Good demand for chemical 
toilets noted; jobbers having difficulty 
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each net; No. 162, $7.33. 
chemical, $1.34 a can. 


UTILITY WARE.—Quite a run is be- 
ing experienced on gifts of utility. 
These goods usually are sold in an 
assortment of eleven pieces, costing the 
retail dealer $25.50 and having a re- 
sale value of $50. Many retail dealers 
originally bought such stock largely 
for display and show purposes, but 
have had remarkable success in sales. 


WASHING MACHINES. — Washing 
machine business keeps retail and job- 
ging interest keenly alive; prices have 
not changed. 


quote from Boston jobbers’ 
stocks: 
Washing Machines.—Electric, Haag 


Liquid 
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WRENCHES.—AII kinds of wrenches, 
but more particularly the drop forged 
varieties, are enjoying slightly better 
than a normal sale. Local stocks are 
such that little delay is experienced in 
securing goods, although they could be 
better assorted. 

We quote from Boston jobbers’ 
stocks: 

Knife and Steel Handle.—Coes, 6- 
in., $15 a doz.; 8-in., $18; 10-in., $22: 
12-in., $28; 15-in., $38; 18-in., 948: 
21-in., $58. 

Key Model.—Coes, 28-in., $18 each; 
36-in., $38; 48-in., $84. Discount of 
40 and 10 per cent off list is allowed 
on the above wrenches. 

Pipe Wrenches.—Stillson and Wal- 
worth, 50 and 10 per cent off list: 
Trimo, 40 and 10 per cent. 


in filling all retail orders promptly. 


We quote from Boston jobbers’ 
stocks: 


Toilets.—Chemical, No. 160, $10 


line, 110 volts, 60 A.C., Cylinder type, 
metal cylinder, $87.50. 
$160 list; discount 40 per cent for 
single machines and 40 and 5 per 
cent in lots of six. 


Miscellaneous.—Drop forged 
wrenches, 62% per cent discount: 
Wescott, 25 per cent discount; agri- 
cultural wrenches, 50 and 10 per cent 
off list. 


Bluebird line, 


Steel Consumption Well Maintained, 
Reports Pittsburgh—Few Price Changes 


(Pittsburgh Office of HaRDWARE AGE) 

die steel situation thus far has resisted in remark- 

able fashion the weakness of the primary materials, 

but whether it can continue to do so is something 
that now is'a debatable question. While pig iron has 
sustained a drop of about $6 per ton from the peak levels 
of the year, reached last March, and scrap prices as typi- 
fied by heavy melting steel, is down $8 a ton or more from 
the high prices of the fore part of the year, all that has 
happened in steel prices has been the disappearance of the 
delivery of premiums and that was simply a natural de- 
velopment of the slowing up in the demand rather than of 
essential changes in supply conditions. Steel production 
was practically as heavy when demand was urgent as it is 
now, with buying on a very conservative scale. Basic 
prices for finished steel products are the same today as 
they were ten weeks ago. Those who look upon pig iron 
ind scrap prices as a guide ‘to the probable course of fin- 
ished steel prices are now letting this situation govern 
their purchases. 

It is no secret that important steel interests are dis- 
turbed by the steady decline of the past month or six 
weeks in pig iron and as the decline partially is due to 
steel company selling of surplus stocks, steps have been 
taken to bring about a stabilized market, this being ap- 
parent in either less selling by the steel companies, or by 
their naming prices which do not threaten to force the 
merchant producers of pig iron to the use of red ink. 
Ore interests also are interested in the effort to check 
the decline in pig iron, since a further drop would mean 
the banking or blowing out of a number of furnaces, pro- 
ducing costs of which are high, and incidentally mean 
that the ore shippers would have to wait for their pay- 
ments. To what extent this effort will be successful can 
only be conjectured, but recognition of the danger to the 
steel price structure from the weakness in pig iron indi- 
cates that they do not feel overly secure about the main- 
tenance of present quotations. 

Steel buyers for several weeks have been very sparing 
in their purchases and have been depending for the most 
part upon shipments on orders previously placed. Ship- 
ments against such business have been remarkably free 
of hitches. While the claim has been pretty general as 
to labor shortages, it is noted that ingot production was 
on a steadily mounting scale this year until last month, 
when there was loss of about 7 per cent in the daily rate 
as compared with May, with the actual loss in June as 
compared with the previous month a matter of less than 
400,000 tons. The loss in the unfilled tonnage of the Steel 


Corporation alone for the month of June was a matter of 
595,000 tons and it is fair to assume that the excess of 
shipments over new business by independent producers 
was relatively as great, since outside of sheets, the posi- 
tion of all companies is similar with regard to their abil- 
ity to take new business. 

The sheet-making subsidiary of the Steel Corporation 
for some time has been declining third quarter business 
because of its sold up condition, and it has not been able 
to take on much tin plate business, but all makers of tin 
plate are in pretty much the same position. In other 
products, the Steel Corporation, though not able to deliver 
as promptly as independents, has not been turning down 
business to any great extent. With a production of steel 
ingots for the first half of the year, during a period when 
it was claimed labor was not plenty, of over 23,000,000 
tons, there appears to be some support to the thought 
that production is well up with consumption. 

On the other side of the picture is the fact that can- 
cellations and suspensions of shipments have been remark- 
ably few and the tonnage involved has been unimportant 
in relation to the whole. This would indicate well main- 
tdined consumption, although a condition that is not to 
be overlooked in this connection is that the prices at which 
steel now leaving the mills is invoiced are well below 
those now quoted. There has been a decided letdown in 
the starting of new projects involving the use of steel, but 
there is so much work in progress which cannot be stopped 
that it is hard to figure that the steel on order will not 
all be wanted. So long as consumers are covered a reason- 
able distance ahead, buying may be expected to be com- 
paratively light. They are well covered through the pres- 
ent quarter but not beyond, and for that reason the ex- 
pectation is common that the last quarter of the year !s 
going to be a good one. Of course, a drop in prices in 
the near future would play havoc with business, because 
buyers are careful in a declining market in the fear of 
getting in before the bottom is reached. 

In view of the move toward the establishment of the 
eight hour day in the steel industry, there is ahead a mate- 
rial increase in costs, for the introduction of the three- 
shift system cannot be accomplished without increasing 
the number of workmen. It has been claimed that the 
change will add 15 per cent to costs, but this is probably 
a high estimate if there is anything to the claim of econ- 
imists that men will work more efficiently in the shorter 
than the longer period. Regardless of the size of the I- 
crease in costs, there will be an increase and it will be 4 
factor in future selling prices. 
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A Quicker, Stronger Grip 


Show “aa explain a Richards-Wilcox quick- 
acting vise and your customer will look no 
farther. 














Instantaneous adjustment to any point is ob- 
tained by giving a slight reverse movement to 
the handle, while a forward movement results 
in continuous screw action. Conveniently light, 
but with a powerful grip which prevents work 
slipping. Greater strength and durability 
through simplicity. R-W vises have no pawls, 
racks, springs or triggers to break, wear or get 
out of order. 


Full particulars in our Catalog 
A-26. Write for a copy and learn 
more about these popular vises. 


PATENTED 
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Philadelphia A Hanger torany Door that Slides 
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—— AURORA, ILLINOIS,U.S.A. _ Los Angeles 


— RICHARDS-WILCOX CANADIAN CO. If San Francisco 
Winnipeg LONDON, ONT. Montreal 
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The past week has brought out very few changes in 
steel prices. A new card of extras on steel bars recently 
issued by the Carnegie Steel Co. and which will probably 
be adopted by all other makers means an average increase 
in prices of about $2 a ton. The American Sheet & Tin 
Plate Co. has revised and increased the extras on heavy 
base weights of tin plate. This change also will be 
adopted by the independents if they have not already done 
so. Both changes are impelled by the fact that the old 
extras compiled at a time when labor costs were much 
lower than they are today and on the old cards, manufac- 
turers were sustaining actual losses which were not being 
offset by gains in other directions. 

Independent sheet makers who have been charging a 
higher base for light gage blue annealed sheets than the 


BOLTS AND NUTS.—One large pro- 
ducer recently issued a new list, put- 
ting large machine bolts at 50, 10 and 
10 per cent off list. Others are meet- 
ing that price on large lots, but claim 
to be holding to the former discounts 


for small lots. Prices, it is now con- off list. 


and hex. head cap screws, 70 and 10 
Milled set screws, 
70 and 10 per cent off list. Upset cap 
screws, 75 per cent off list. Upset Black Galv. Black Galv 
set screws, 75 per cent off list. % $3.39 : 

Rivets.—Large structural and ship 3 36 
rivets, base, per 100 lb., $3.25. Large, eet 
boiler rivets, base, per 100 lb., $3.35. 
and 10 to 60 and 5 %.... 5.12 6.56 2%%.. 24.68 


per cent off list. 


Small rivets, 60 


July 19, 1998 


heavy gages recently went back to a single base for all 
gages and business they had taken in light materia] has 
been written down to the common base. Bolt and nut dis. 
counts have been revised and prices are lower by about 
10 per cent. This change merely recognizes the prices at 
which business vas been done for some time, it being a 
practice of makers to quote somewhat higher prices than 
they were actually accepting. 

Changes in hardware prices also have been remarkably 
few and in most cases have been slight. The trade here 
enjoyed a good business over the first half of the year, 
and generally did much better than in the corresponding 
period of 1922, but profits were hardly of a size to cause 
much exultation. 


order books, now find rather ready 
accommodation. Prices are unchanged, 


-.. $7.18 $9.31 
M%.. 9.71 12.59 
%.. 11.60 15.05 
eooe 15.61 20,25 


1 
1 
%.... 3.36 $5.00 1 
ee 5.43 2 


Above prices per 100 ft. f.0.b. Pitts- 


ceded, were marked too high last March, IRON AND STEEL BARS.—Increased burgh. 


and little business coming out at those extras for size, 


shape, cutting, etc., SHBEETS.—New buying light, but 


levels, it has been necessary for pro- will mean an average increase in costs seemingly the mills have sufficient 
ducers to seek buyers, with the usual of about $2 per ton in steel bars. The backlogs as to be uninterested in new 


result on prices. Prices and discounts actual increases 
to the large trade are as follows: 


Bolts and Nuts.—Machine bolts, 
small, rolled threads, 60 and 10 per 
cent off list. Machine bolts, small, 
cut threads, 50, 10 and 10 per cent 
off list. Machine bolts, larger and 
longer, 50, 10 and 10 per cent off list. 
Carriage bolts, *% x6in.. smaller an! 
shorter, rolled threads, 50, 10 and 10 
per cent off list: cut threads, 50 and 
10 per cent off list; larger and longer, 
5) and 10 per cent off list. Lag bolts, 
60 per cent of list. Plow bolts. Nos. 
1, 2 and 3 heads, 50 and 10 per cent 
off list; other style heads, 20 per cent 
extra. Machine bolts, c.p.c. and t. 
nuts, %% x 4 in., 45 and 10 per cent 
off list; larger and longer sizes, 45 
and 10 per cent off list. Hot pressed 
square or hex. nuts, blank, $3.75 off 
list. Hot pressed nuts, tapped, $3.75 
off list. C.p.c. and t. square or 
hex, nuts, blank, $3.75 off list. 


(.p.e, and t. square or hex. nuts, 4.15¢c., and for 
These prices are 
by jobbers out of stock. 

STEEL PIPE.—Pressure upon the mills 

for deliveries on old orders for stand- 

ard pipe still is heavy, but new business, 
both in that class of goods and in oil 

Oil men seeking line 

pipe recently had trouble in interest- — 

ing the mills because of the well filled 


tapped, 93.75 off list. Semi-fin- 
ished hex. nuts: # in. and smaller, 
I". S. S. 80 per cent off list; % in. 
and larger, U. S. S., 75 per cent off 
list; small sizes, S. A. E., 80 and 5 
per cent off list: S. A. E., % in. 
and larger, 75 and 5 per cent off list 
Stove bolts in packages, 75, 10 and 
5 per cent off list. Stove bolts in 
bulk, 75, 10, 5 and 2% per cent off 
list Tire bolts, 50, 10 and 10 per cent 
off list 


Cap and Set Screws.—Milled square 


Warehouse prices in steel bars in 
small lots are now 3.15c.; for struc- 
tural steel shapes, 3.25c.; steel bands, 
steel hoops, 3.95c. 
also being charged stock as follows: 


well pipe, is light. 


in the new extras business at the expense of prices, 
range from $1 to $15 per ton, but as There are reports that black sheets 
a considerable portion of the production have been sold as low as 3.75 cents, 
is in the base sizes, carrying no ex- base, but efforts to uncover mills will- 
tras, the general average is reduced. ing to go that low have not been suc- 
Makers of iron bars are holding firm- cessful. 
ly to former prices; demands are fewer enough to get at the regular price of 
and smaller, but labor costs went up 5 cents, base, but we note no disposi- 
the equivalent of $1 a ton as of July 1. tion to shade that price. 

Mill prices on hoops and bands are WIRE PRODUCTS.—Mills are stead- 
easier, while 3.30 cents, base, still is jly catching up with their nail and wire 
regarded as the official quotation; the orders and are showing increased will- 
Corporation quotation is 3.15 cents, and ingness to take on new business. This 
some independent companies need busi- tendency has not reached a point where 
ness badly enough to meet that figure. contracts, except with very large dis- 


Galvanized sheets are easy 


tributors, are acceptable, but specified 
orders will be taken at today’s prices. 
Jobbers quote retail trade from 


Wire nails, $3.40 to $3.50 base per 
keg; galvanized, 2-point cattle wire, 
$3.88 per spool; galvanized 2-point 
hay wire, $3.63 per spool; galvanized, 
4-point cattle wire, $3.60 per spool; 
galvanized, 4-point hay wire, $3.90 
per spool; No. 9 annealed fence wire, 
$3.30 per 100 1b.; No. 9 galvanized 
fence wire, $3.90 per 100 lb.; woven 
wire fencing, 63 per cent off list. All 
above prices on spools are for 
80-rod. 


Few Price Changes Made in Cincinnati 
—June Business Breaks Records 


(Cineinnati Office of Hardware Age) 

A HE month of June, from reports to hand, was about 
the best ever experienced in the trade in Cincinnati. 

One jo»ber, whose reports have been of increasing 
business from month to month, says that June easily was 
the banner month in the history of the firm, and that all 
records were broken both in dollars and cents value and 
the tonnage moved. 

Retail dealers all report a. very good month. « It was 
expected that a falling off in business would be noted 
about the fourth of July, but nothing of the kind happened, 
and business has gone along at about the same rate as 
was maintained during the month of June. Some dealers 
report they would welcome a let-up, as-competent help is 
very scarce, and they are badly overworked. 

The feature of the trade during the past fortnight was 


the small number of price changes reported. Only one 
change was made by jobbers, a 10 cents per bag decline in 
drop shot. This was a rather unusual occurrence, accord- 
ing to those well posted in the trade, but serves to 
strengthen the belief that prices have now become stabil- 
ized and that there will be few changes for a while. 
Buying continues to be for immediate needs. Whereas 
at this time there usually appears some buying for next 


spring’s requirements, up to date there has been little of 


this reported. And there are evidences of a policy of 
resistance on the part of dealers to paying higher prices 
for merchandise than now effective. For instance, a local 
jobbing house sounded the trade on lawn mowers for next 
year, pointing out that manufacturers had announced 4 
10 per cent advance to become effective, but dealers gen- 
erally reported they would not pay the price. 
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Lots of people can, 
and do, make Screw 
Wrenches, but only 
Coes can make a Coes 





It is natural for you to 
sell them and unnatural 
for you not to. 


COES WRENCH COMPANY 
“In business since 1841” 
Worcester Mass. 
Distributed by 
J. C. McCarty & Co., 29 Murray St., N. Y. 
J. H. Graham & Co.., 113 Chambers St., N. Y. 


Fenwick Freres, 8 Rue de Rocroy, Paris, France 





HLTH 


Pie 
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ALARM CLOCKS.—No change in sit- FREEZERS.—Retail sales exceptional- senior: , Tabvanined before weaving, 

, . e o a 2 0 ° ‘i .: Le i ter e 
uation; clocks in good demand; better ly good; demand by no means satisfied; ay eT ee ee 
supply being received; prices firm. jobbers’ stocks in fair shape. PRESSES.—Fruit and juice presses 
AMMUNITION. — Sales very good; ann: me gy ag good sellers; stocks in good shape. 
some fall orders being placed; prices doz.; Arctic, 1-qt., $1.95 each; 2-at., We quote from Cincinnati jobbers’ 

+h d $2.20; 3-qt., $2.65; 4-qt., $3.20; Peer- stocks: 3-at., $8.15 each; 6-qt., $3.90 
unchanged, iess, 1-qt., $2 each; 2-qt., $2.35; 3-at., each; 12-qt., $5.45 

¥ . $2.80; 4-qt, $3.40; White Mountain, i 
AUTOMOBILE ACCESSORIES. — = #72?) 3545 Scio) Mipite, Moumtaln REFRIGERATORS. — Some local 
Summer touring accessories moving $3.15; 4-qt., $3.90. changes reported in order to clear out 
fast; little forward buying; prices GALVANIZED WARE.—This grade of Stock; general price reductions not 
steady. merchandise moving very nicely, pails expected. 

BICYCLES AND TIRES.—Some deal- and garbage cans in particular being ROLLER SKATES.—Sales very good; 
ers report excellent aadien of tivcuies fast sellers; prices firm. some forward looking dealers ordering 
techs “nae ‘i i We quote from Cincinnati jobbers’ ahead; prices very strong. 
and tires this summer, and stocks have ieee ; ROOFING PAPER.—N mw ‘ 
moved very well. No price changes are Pails.—10-qt., $2.60 doz.; 12-qt., ; . a ae 
prices; demand still very heavy. 


reported, though it is expected tire i hla $3.20 doz.; 16-qt., 

° ° ° ° . 0.50 OZ. r oF ry : . 
rices will show ac : —v" A We quote from Cincinnati jobbers 
ae f snow a slight decline in the Tubs.—No. o, $5.70 doz.; No. 4 stocks: Standard, light, $1 per sq 
iear future. > oa No. 2, $7.90 doz.; No. 3, $9.20 medium, $1.30 per sq.; heavy, $1.60 

i : 2 doz per sq.; Holdfast, light, $1.40 per sq.; 
BUILDERS’ HARDWARE. — Current Garbage Cans.— Witt No. 1 bg medium, ag — sq.; heavy, $1.95 
business is very ry , id, $3.75 = No. 2 with lid, $4.35 per sq.; slate surface roofing, 85-lb. 
pusine is very heavy. The value of ag! $5 each: Witt pails, with quality, $2 per sq., both red and 
building permits issued in Cincinnati ids, No. * $1.60 each; No. 8, $1.80 green. 


during June exceeded last year’s figures each; No. 9, $1.95 each. ROPE.—Sales continue good, with 
by several hundred thousand dollars, GLASS.—Window glass is moving well. little forward buying reported. 

and the figures for the first half year New buildings are taking a very heavy We quote from Cincinnati jobbers’ 
are several millions ahead of last year. supply, and jobbers report a good year’s a. Best es sep. 13%¢ 
Much work is still in hand, but a slight business to date. Stocks — fair SASH CORD.—No further change 
let-up is reported in new projects. shape, with prices being firmly main- prices reported; demand continues 
Prices of builders’ hardware are firmly tained. good shape. 


ounqunmeagnee tl a ss . ICE TOOLS.—These items continue to We quote from Cincinnati jobbers’ 
BOLTS AND NUTS.—No change in move in good volume, with prices show- a oot —_—— 78ec. Ib.; cheaper 
situation; efforts to raise prices have jing no signs of receding. aces, - aD. 
practically been abandoned; demand : ; ; SASH WEIGHTS.—No change in prices 
keeps up very well, but it is noticeable LANTERNS.—Some fall orders being noted; demand holding up nicely. 
that orders are for small quantities for booked; current business very satisfac- PB — ee pe 
: . : . 1cag Stocks: as sas feights, 32.85 
immediate shipment. tory; prices unchanged. per 100 lb. 
ecg teie Feomt' Etapountt jobbers stocks! Supreme, No. 310. $773 per SCREEN DOORS AND WINDOWS 
stocks: Mac e F sizes § a. a » No. 210, lk Al i . 
45, 10 and fo meno be ™ 10. 16 doz.; Supreme, No. 240, $12.75 per —New residence construction is keep- 
and 5 off; carriage bolts. small. 45 off: doz.; 130 Midget Vehicle lanterns, red Pie 5 
large, 40 off: stove bolts. 70 and 16 lens, ginon clamp, enameled, i. E. ing alive a healthy demand for doors 
ff: semi-finis . ~ SuhQ-—s lens, $17 per doz. Supreme, $12.75 n ° Soon . 
off: | semi- inished puts, | 16 and aon: We ceutaens Ghee, OS Gen: and windows. Sales good; prices firm; 
off; machine screw nuts, iron, 35 off: Monarch, $8 doz.; Monarch, ruby no changes anticipated. 
brass, 50 o P 7 . ? glow, $10 doz.; D-Lite, $13 doz.; Ww te f Cinet ti bbers’ 
Little Wizard, $8.50 doz.; Blizzard, t . es" © trom 2 t, 10 4 ! Jo - ft 
HAIN.—Demand very good; rumors No. 2, $13 doz.; Blizzard, brass fount stocks: ~ommon, . in. , 
current of impending advances of and top, $18 doz.; Buckeye Dash, $14 $08 oe Se y game oe 
ios, but Gee tein is ee doz, Window screens, 24-in. exten. 
rices, bu ‘ ° a > el a eg a 
sored aummenne Inrormaton 'S LAWN MOWERS.—Practically all gion $6.30 doz.; 20-in., $8 doz.; 38-In. 
° . le OZ. 
CUTI . ? manufacturers have advanced prices ; 
UTLERY.—Sales good; prices very for next year 10 per cent. The advance SCREWS.—Demand for machine and 


strong; stock in fair shape. is attributed almost entirely to higher Wood screws continues good; prices as 


CLIPPING AND SHEARING MaA- prices of labor and materials. Jobbers last quoted. 

CHINES.— Good demand _ reported; have not yet placed their orders for We auote from. Cincinnati jobbers 
ices rear’s s , j j stocks, Machine screws, 60 off; coach 

prices unchanged. next year’s supply, but will likely do cau. Maan &.an ae eorews, 7 

We quote from Cincinnati jobbers’ so in the near future. Stocks have been off; set screws, 75 off; wood screws, 

f.o.b. Cincinnati: Stewart No. 1 ball about exhausted, one large jobber re- 80 and 10 off. 
bearing clipping machine, $10.75; No. A 4 : N h ; ices: de- 
360 top plate, $1; No. 361 bottom porting that there is not one lawn SHEETS.—No change in prices; 
plate, $1.50; dealers’ discount, 25 per mower of anv make left in the store- mand good, particularly for blue an- 
cent Stewart electric clipping ma- ¢ d 1 toed 
chine, all standard voltages, hanging rooms. nealed and galvaniz 
type, $80, f.o.b. Cincinnati; pedestal : P P Cincinnati jobbers’ 
type, $85, f.0.b. Cincinnati; dealers’ NAILS.—Premiums for quick delivery PAB ype Bene ens 


discount, 25 per cent. of nails have disappeared, and ship- Ib.; No. 28 black, 5.35¢.; No. 28 gal- 
DOOR SPRINGS.—Some manufactur- ments are showing a slight improve- vanized, 6.35¢. 
ers are reported to have made a slight ment. Demand continues heavy; prices STOVE PIPE.—Forward orders com: 
advance in prices, but local jobbers well maintained. ing in good volume at very firm prices. 
have not changed their quotations. We quote from Cincinnati jobbers’ Some jobbers expect a shortage of stove 

We quote from Cincinnati jobbers’ stocks: Common wire nails, $3.60 per pipe this fall. 

stocks: No. 2, 38c. doz.; Ne. 3, 41e. keg base. . 

doz.; No. 4, 45¢e. doz.; No. 5, 65c. doz. PAINTS AND OILS.—Sales continue WHEELBARROWS. — Shipments are 
EAVES TROUGH AND CONDUCTOR exceptionally good, with prices of mixed better, but not sufficient to = _ 
PIPE.—Sales have been exceptionally paints very steady. Turpentine dropped f back orders; prices very firm. 
heavy during the past two weeks, ac- 10 cents per gal. last week, but linseed Pt Bg Boog Senet ee 
cording to jobbers. No price changes ojl prices are very firm. No changes trays, $3.85 each; better grade, $5.1? 
have been made recently, and none have been made in lead. each; contractors’ barrows, $5.4 


are contemplated, it is said each; concrete barrows $5.90 each 

2 € > , 8S § . We quote from Cincinnati jobbers’ 

We quote from Cincinnati jobbers’ stocks: Ready mixed house paints WIRE CLOTH. —Reports heard of ad 
stocks!" 28 wage, fivecinch, “caves. S220 Bp fal linsead oll single, par. vanes impending in wire cloth, bi 

r 15 > 00 et: 28 gage 218, . > al.; oT *, e 0 

ee le hE nn a cndnen eee barrels, $1 per gal.; white and red nothing authentic has been received; 
$5. per 100 feet; three-inch corruga- lead, 12% Ib. kegs, 15c. Ib. demand fair. 
ted con@uctor elbows, $1.75 per doz. POULTRY NETTING.—Sales still con- We quote from Cincinnati jo bee 

, S.—Sli $ ay 7 cual . ‘ stocks: Black patnted wire cloth fe- 

FILES.—Slightly improved demand re- tinuing with no price changes reported. mesh, $1.90 per 100 sq. ft.; opal, $2.50 


ported; prices unchanged. We quote from Cincinnati jobbers’ per 100 sq. ft. 
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Sell the kind of tools that 
will go out and Work for You 


The results each of us gets, the reputations we 
build, and the things we sell speak louder than our 
loudest claims—to credit or confound us. This is 
an ancient truth—never truer than today. What of 
the planes and squares you sell? Do they build confi- 
dence in your store? Do they inspire favorable com- 
ment by lasting service and satisfaction? 


Sell Sargent Planes 
and Squares 


and long after they have left your hands they still will 
recommend you. 


SARGENT AUTO-SET BENCH PLANES are 
preferred by carpenters because of their keenness, 
lightness, rigidity and ease of adjustment. They will 
cut soft, hard, knotty or twisted wood equally well. 
They shave across the grain without a chatter. The 
auto-set feature permits removal for sharpening and 
quick replacement of the new chromium steel cutter 
without disturbing a single adjustment. 


SARGENT FRAMING SQUARES require no 
time wasting figuring for the lengths and cuts of com- 
mon, hip, valley, jack or cripple rafters. Complete 
tables of measurements are plainly stamped on the 
square. Even the most inexperienced carpenter can 
use it with speed and depend upon its accuracy. Made 
of selected steel in five finishes. The Take-down 
Square combines the needed tables and graduations 
with the compactness and convenience in carrying; it 
goes into the shoulder kit. 


SARGENT & COMPANY, Mfrs. 


New Haven, Conn. 


New York Chicago 
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HARDWARE AGE 


July 19, 1928 


Price Changes Negligible in Twin Cities; 


Seasonal Merchandise Active 


Minneapolis office of HARDWARE AGE. 
ETAIL hardware sales in general 
R in the larger cities are consid- 
ered very satisfactory for this 
season of the year, as there is usually 
a quiet period during July and August. 
Automobile supplies and accessories 
are selling well. There is a very good 
demand for tourist equipment because 
of the large number of automobilists 
spending their vacations in touring 
about the country. This is a good item 
to push at this time. 
Fishing tackle and bathing suits are 
also selling well at this time. 


AXES.—Demand fair; there has been 
a slight readjustment of prices. 

stocks, 
axes, 
base 


Ve quote from jobbers’ 
f.o.b. Twin Cities: Single bit 
base weights, $14.00; double bit, 
weights, $19.00 per doz. 
BOLTS.—Demand is fair; stocks good; 
prices weak and a tendency by manu- 
facturers to cut prices; price reductions 
by jobbers expected shortly. No change 
as yet. 
We jobbers’ stocks, 
Cities: Both small and 
bolts, 40-5 per cent; 
machine bolts, 40-10 
70 per cent; lag 


quote from 
f.o.b. Twin 
large carriage 

Small and large 
per cent; stove bolts, 
screws, 50 per cent. 


BRADS.—Still in good demand; 
fair; prices steady. 
Oy 4 


stocks 


stoc ks, 
brads in 


from jobbers’ 
Cities: Wire 

25 Ib. 70-10 per cent. 
BUILDERS’ HARDWARE. 
continues to be a very good demand for 
builders’ hardware in most of the 
larger cities. There is still a large 
amount of new construction work get- 
ting under way. Jobbers’ and dealers’ 
stocks are now in better shape than a 
few weeks ago. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—There  con- 
tinues to be a very good demand for 
this line. Jobbers stocks are good. 
Price reductions by manufacturers 
have been made bringing price to about 
the same as before the comparatively 
recent advance in price. 

We 


quote 
Twin 
boxes, 


— There 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28 
gage, lap joint, S. B. 5 in. $5 per 100 
ft; Conductor pipe, 28 gage, 3-in., 
$4.75 per 100 ft.; Conductor Elbows, 
3-in., $1.55 per doz. 


FILES.—Demand fair to good; 
good; prices unchanged. 


We quote from 
f.o.b. Twin Cities. First grade files, 
50-10 per cent: second grade files, 
60-10 per cent, from standard lists. 


GALVANIZED WARE. Demand 
good; prices firm; stocks fair. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized tubs, 
Standard No. 1, $6.85 per doz.; No. 2 
$7.75; No. 3, $8.95. Heavy galvanized 
tubs, No. $12; No. 2. $13.25; No. 3. 
$14.50. ia anilete d _ Standard 10 
qt., $2.55 per doz.; $2.90; 14-qt., 
$3.20; 16-qt. stock aha 
stock pails, $5.20. 


HOSE.—While the heavy 


stocks 


jobbers’ stocks, 


$4.50; 18-qt 


demand is 


over for the season there is still a fair- 
ly good demand. Prices remain firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Molded hose (non- 
kinkable), %-in., 15c. per ft.; 5-in., 
1444¢c. per ft.; %-in. five-ply wrapped 
hose, lle. per ft.; %-in., competition 
hose, 9%c. per ft. The above prices 
in full lengths. Cut lengths, Iic., 
higher. 


ICE CREAM FREEZERS.—Extremely 
warm weather has stimulated demand 
somewhat; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade wooden 
tub freezers, 4-qt., $4.13 each; 8-qt., 
$6.75 each. 

LANTERNS—Very little demand at 
the present time; stocks ample; prices 
steady. 

We 
f.o.b. 


jobbers’ stocks, 
Dietz lanterns, 
$13.50 per doz.; 


quote from 
Twin Cities: 
long or short globe, 
Embury lanterns, No. 210, $7.75 per 
doz.; No. 240, $12.75 per doz.; No. 
oo Midget vehicle lanterns, $17 per 
doz. 


LAWN MOWERS. — Demand fairly 
good; sales stimulated by dealers cut- 
ting price to clean up stocks for this 
season; practically no stocks in job- 
bers’ hands. 


We quote from jobbers’ 
f.o.b. Twin Cities: Best grade lawn 
mowers 30 per cent from lists. Reg- 
ular grades ordinary ball bearing 
mowers from $6 to $10.50 each for 
16 in. 


MILK CANS.—Demand good; _ stocks 
good. No change in price since advance 
reported in last issue. 
We 
f.o.b. 
cans, 


stocks, 


from 
Cities: 
5 gal., $2.90 each; 
each; 10 gal., $3.65 each. 
NAILS.—Demand active; stocks 
but badly broken; prices stiff. 
We 
f.0.b. 


auote 
Twin 


jobbers’ stocks, 
Railroad milk 
8 gal., $3.45 


fair 


jobbers’ stocks, 
Twin Cities: Standard wire 
nails, $4.10 per keg, base; cement 
coated nails, $3.60 per keg, base. 
PAPER.—Sales active; stocks good; 
prices steady. 
We 


quote from 


from jobbers’ stocks, 

f.o.b. Twin Cities: No. 2, tarred felt, 
$2.25 per cwt.; red rosin sheathing 
paper, $3.50 per cwt. 

POULTRY NETTING.—Demand good 

for this late in season; prices firm; 

jobbers’ stocks very low. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard hexagon 
poultry netting, 50 per cent from 
lists. 

PYREX OVEN WARE. — Demand 
good; stocks fair; prices firm. 

We jobbers’ stocks, 
f.o.b. Twin Cities: Transparent bak- 
ing ware, Casseroles, No. 101, $15.96 
per doz.; No. 197, $14.04 per doz. Pie 
plates, No. 202, $6 per doz.; No. 210, 
$8 per doz. Bread pans, No. 212, 
$7.20 per doz. Utility pans, No. 231, 
$8 per doz. Tea pots, 2-cup, No. 12, 
$20 per doz.; 4-cup, No. 24, $24 per 
doz.; 6-cup, No. 36, $28 per doz. 


REGISTERS.—Demand active in sec- 
tions where building conditions are 
good. There has been a_ substantial 
advance since the item was last 
reported. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast steel regis- 
ters, 33% per cent from lists. 


quote 


quote from 


Reading matter continued on page 


ROPE.—Demand good; 
prices firm. 

We quote from jobbers’ 
f.o.b. Twin Cities: Best 
nanila rope, 1l04c. base; 
sisal rope, 1644c. base. 

SANDPAPER.—Demand very 
jobers’ stocks good. 

We auote from jobbers’ 


stocks ample; 


stocks, 
grades 
best grade 


active; 


stocks 
No. 1, 
No. 1, 
paper, No 


f.o.b. Twin Cities: Best grade, 
$6.50; second grade, 
garnet 


per ream, 
per ream, $5.85; 
1, per ream, $16.50 


SASH CORD.—Sales good; stocks fair; 
prices firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade, No. 8, 


sash cord, 77c. per I1b.; ordinary 
grades solid cotton sash cord, Sic. 


SASH WEIGHTS.—Very — good 
mand; stocks good; prices steady. 
We quote from jobbers’ 


f.o.b. Twin Cities: Sash 
$2.50 per cwt. 


SCREWS.—Demand fairly 
bers’ stocks somewhat broken; 
steady. 

We quote from jobbers’ 
f.o.b. Twin Cities: Flat head bright 
screws, 75-5 per cent; round head 
blued screws, 72% per cent; flat head 
japanned, 67% per cent; flat head 
brass screws. 70 per cent; round head 
brass, 674% per cent. 


SHEARING AND CLIPPING MA- 
CHINES.—Demand good for this time 
of the year; prices unchanged. 

We quote from jobbers’ stoc “ 
f.o.b. Twin Cities: Stewart No. 
ball-bearing clipping machine, $1075: 
No. 360 top plate, $1; No. 361 bottom 
plate, $1.50; dealers’ discount, 25 per 
cent. Stewart electric clipping ma- 
chine, all standard voltages, hanging 
type, $80, f.o.b. Chicago; pedestal 
type, $85, f.0.b. Chicago; dealers’ dis- 
count, 25 per cent. 


‘WASHERS. — Demand fair; 
good; prices show no change; 
weak, 


We quote from jobbers’ 
f.o.b. be! Cities: Wrought 
washers, -in., $6.90 per cwt.; 
washers, . 50 per cwt. 


WHEELBARROWS. — Demand for 
wheelbarrows very good. There has 
been an advance in prices on entire 
line. 

We quote from _ jobbers’ 
f.o.b. Twin Cities: Wood stave 
rows, fully bolted, $37.50 per 
tubular steel, No. 1, $6.75 each; 
garden barrows, $6.25. 

WIRE.—Demand fairly good for fence 
wire; wire for concrete construction 
work in good demand; stocks fair; 
prices firm. 


We quote from jobbers’ k 
f.o.b. Twin Cities Barbed — wire 
painted cattle, 80- rod spools, $3.70; 
galvanized cattle, $3.97; painted hog 
wire, $3.96; galvanized hog wire. 
4.25; smooth black annealed No. 9, 
4 per cwt.; smooth galvanized an- 
nealed, $4.45 per cwt. 


WIRE CLOTH.—Demand good for 80 
late in summer; prices steady; jobbers 
have practically no stock. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black wire cloth, 
12 x 12 mesh, $2.10 per 100 sq ft.; 
galvanized, $2.55 per 100 sq. ft 
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American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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Washington News 
(Continued from page 65) 


is thus described in a semi-official mem- 
orandum: 

“Selected carriers and clerks in each 
of the postoffices designated for this ex- 
periment will be given the proper 
blanks to fill out and then will handle 
the mails as usual, filling in the blanks 
as they go along. 

“To merely touch upon the problem 
before the post office takes the matter 
of relation of the four classes of mail 
to the actual time consumed in han- 
dling them by a carrier. 

“Suppose the carrier approaches a 
resident’s front door with four pieces 
of mail for him—a letter, a magazine, 
a circular, and a small parcel. How 
shall the carrier allot his time for the 
delivery of these four pieces? 


Cutting the Gordian Knot 


“That Gordian knot is going to be 
cut very simply—by dividing the total 
number of seconds it takes to make 
that delivery in four equal parts, and 
allotting one portion to each of the 
four pieces of mail. 

“A carrier who has to keep this sort 
of thing up for a month will have a 
job on his hands. Only selected men 
will be chosen for this duty. Postal 
inspectors will help.” 


Mail Order Houses Watching 
Developments 


The big mail order houses are keenly 
alive to the importance to them of the 
coming mail count. Some of them have 
already been in communication with the 
postal authorities, and they will prob- 
ably keep tab on the entire operation 
through the agency of their own ex- 
perts who have always been permitted 
by the Post Office Department to se- 
cure all desired information on postal 
matters. 

Ever since the authorization of the 
parcel post the service has become of 
increasing value and importance to the 
big catalog concerns for which it has 
provided a delivery system, the cost of 
which has doubtless been borne to a 
substantial extent by the general tax- 
payers. The results of the coming 
mail count will probably give the most 
reliable data thus far available as to 
the extent to which the mail order 
houses have benefited at the expense of 
the taxpayers and if, as seems prob- 
able, the shippers have enjoyed a prac- 
tical subsidy, measures will doubtess 
be taken to raise the rates and put the 
parcel post service on a self-supporting 
basis. 


Postal Receipts Break All Records 


The largest increase in postal re- 
ceipts in the history of the postal ser- 
vice was recorded during the fiscal 
year ended June 30, the percentage of 
gain for fifty selected cities over re- 
ceipts the year before being 12.16 per 
cent. 

The previous high-water mark was 
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11.76 per cent, made in the fiscal year 
1903 over 1902. It is estimated by the 
Post Office Department that the en- 
tire postal revenue for the fiscal year 
1923 will reach $533,000,000, as com- 
pared with $484,893,000 for the pre- 
vious year. 

The receipts for June were 7.07 per 
cent greater than for June, 1922. De- 
creases were reported for the month 
for Washington, D. C., 1.21 per cent; 
Fort Worth, Tex., 36.61 per cent; Louis- 
ville, Ky., 0.89 per cent, and Omaha, 
Neb., 9.71 per cent. 

The extraordinary decrease in re- 
ceipts at Fort Worth, Tex., is stated 
by postal officials to be due to the large 
number of fraud orders issued by the 
department against companies and in- 
dividuals who have been using that city 
as headquarters from which to launch 
fraudulent schemes with the use of the 
mails. Fake oil companies especially 
have used Fort Worth as a base of op- 
erations, and the activity of the At- 
torney General for the Post Office De- 
partment, combined with the enter- 
prise of the postal inspection service, 
have prevented a great many suckers 
from being separated from their money. 


Tariff Commission Very Busy 


The Tariff Commission has launched 
another big investigation into produc- 
tion costs and other data bearing on 
the import duties prescribed by the 
Fordney-McCumber Act for logs of 
fir, spruce, cedar or western hemlock. 
A preliminary hearing on these rates 
will be held on Aug. 3. 

Experts of the commission have been 
engaged for several weeks in making 
an investigation of the industry in- 
volved and of competitive conditions 
abroad, especially in Canada. 

The first of the hearings ordered 
pursuant to the terms of the flexible 
provisions of the new tariff law will 
pegin tomorrow, when the rates of 
duty on paint brushes and handles will 
be considered. Next week the com- 
mission will take up wall pockets. 

On Aug. 13 a hearing will be held 
concerning the duty én casein, a by- 
product of the dairy industry. Con- 
gress granted protection to casein and 
other by-products which were removed 
from the free list of the Underwood- 
Simmons Law with a view to encour- 
aging the farmers to save their 
skimmed milk and to convert it into 
casein. 

The Agricultural Bloc in the Senate 
und House was very active in obtain- 
ing duties for these by-products and 
will probably voice a stentorian pro- 
test should the President show any 
disposition to reduce the rates. Fortu- 
nately for the farmers, the Tariff Com- 
mission has no authority to change ex- 
isting duties, that function being vested 
in the President by the provisions of 
the flexible tariff. 

The leaders of the Agricultural Bloc 
not long ago protested to President 
Harding against any attempt to cut 
the rates on vegetable oils, as requested 
by certain soap manufacturers, and, 
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curiously enough, nothing further has 
been heard of the movement. 

United States Consul George A, Mak. 
inson, stationed at Valparaiso, has for. 
warded to the Department of Commerce 
an interesting report upon the hard. 
ware markets of Chile, together with 
some suggestions as to how the Ameri. 
can manufacturer and exporter can best 
operate therein. 

“A favorite method of selling small 
household hardware items, such as 
casters, glass knobs, clothes hooks, ete,, 
in the Chilean market,” says Mr. Mak- 
inson, “is to send out an American 
traveler thoroughly familiar with his 
goods and equipped with a complete 
line of samples. It is realized, of 
course, that this method of opening 
up new territory involves a consider- 
able outlay, and it may well happen 
that the first trip may not be success- 
ful from a financial standpoint. 

“In the long run, however, no other 
course is likely to bring such satis- 
factory returns. This has been the ex- 
perience of several well-known Ameri- 
can manufacturers, who now enjoy an 
almost complete monopoly in their re- 
spective lines in Chile. 

“The expenses of such a traveler 
visiting Chile should not run above 
$120 to $150 a week, provided his cable 
bills are not unduly heavy and his sam- 
ple cases not unusually bulky. While 
it is true that the principal sales pros- 
pects are located either in Valparaiso 
or Santiago, nevertheless it would be 
advisable to have the representative 
call on the hardware trade in the nitrate 
ports as well as in Concepcion, Valdivia 
and the other large towns in the south. 


Appoint Resident Agents 


“Should the sending of an American 
traveler not be feasible at this time, 
another good method of developing busi- 
ness in Chile would be the appoint- 
ment of a resident agent who is in a 
position to make regular calls on the 
trade. This would undoubtedly be more 
advantageous than giving the exclusive 
sales agency to any of the large gen- 
eral import and export houses estab- 
lished in Chile. 

“The usual arrangement made with 
a resident agent, where no traveling 
expenses are allowed, is to pay as high 
as 10 per cent commission on all busi- 
ness derived from the territory. An- 
other arrangement sometimes observed 
is to allow the agent a certain fixed 
sum, to cover traveling expenses and 
to pay him a commission of 5 per cent 
on the orders he actually takes. In this 
case the size of the sum allowed for 
traveling is based on the business the 
manufacturer is already doing, or on 
that which he estimates that he should 
get.” 


Builders’ Hardware in Yucatan 


Most of the builders’ hardware in 
Yucatan comes from the United States, 
with small amounts from England, Ger- 
many and France, says Consu! 0. Gay- 
lord Marsh, located at Progreso. That 
the United States has built up such 


Reading matter continued on page 86 
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HERCULES 


ELECTRIC WELD 
STEEL LOADING CHAIN 


will give your customers the most efficient service. 


Electric welded— 


Light enough to be carried or handled 
by a man, and yet sustain a very severe 
strain and sudden jerks without break- 
ing— 


The chain is annealed so if it is going to 
break it will pull stiff and give ample 
warning— 


A quality chain at a fair price. 


Table of Dimensions and Tests 


Average 
Breaking 
Strain 


Selling | Size of Links | Proof Pulls Stiff 
Size Material per foot Test | Unde Test 


| 
3/16 7/32 | 47 1,500 | 38,000 4,000 
7/32 1/4 | 16% | 2,000 | 4,000 | 5,000 
1/4 9/32 16 2,500 5,000 6,000 
9/32 5/16 1414 3,000 | 6,000 7,000 
5/16 11/32 13 3,500 7,000 8,000 
3/8 13/ 32 12 5,000 | 9,800 | 11,500 
7/16 15/32 10 | 7,000 1,500 | 14,500 
1/2 | 17/32 | 9 | 9,000 5,300 | 18,500 


| 








We manufacture a complete line of industrial 
chain. Write for details. 


The Columbus McKinnon Chain Company 


Columbus, Ohio Tonawanda, N. Y. St. Catharines, Ont. Lebanon, Pa. 


LEBANON, PA. General Sales Office TONAWANDA, N. Y. 
Factory and Sales Office COLUMBUS, OHIO Factory and Sales Office 


NEW YORK, N. Y. SAN FRANCISCO ——— FLA. CHICAGO, ILL. 
30 Church St. 511 Wells Fargo Bldg. O. Box 158 1508 Fisher Bldg. 


SALT LAKE, UTAH NEW ORLEANS, LA. DENVER, COLO. 
417-9 Dooly Bldg. 311 Wells Fargo Bidg. Colo. National Bank Bidg. 
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a market within recent years is indi- 
cated by the fact that it is only just 
beginning to displace the older and 
cruder hardware formerly secured from 
Germany and England. Mr. Marsh 
adds: 

“Hinges come almost exclusively 
from the United States, although hinges 
of English and French manufacture 
are found to a certain extent in hard- 
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ware stores. Locks come almost ex- 
clusively from the United States. Door 
knockers and hammock hooks, on the 
other hand, are supplied chiefly by Eng- 
land. House numbers, name plates, 
gutters, window grates and a great 
variety of similar articles are either 
purchased from the United States or 
made locally from materials imported 
from the United States. 





HARDWARE AND IMPLEMENT 
ASSOCIATION, Louisville, Jan. 24, 25, 1924. 
J. M. Stone, secretary-treasurer, 202 Re- 
public Building, Louisville. 


KENTUCKY 


MOUNTAIN STATES HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, City Audi- 
torium, Denver, Colo., January, 1924. W. 
W. MCALISTER, secretary-treasurer, Boulder, 
Colo. 


WESTERN RETAIL IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, Missouri 
Theater Building, Kansas City, Jan. 15, 16, 
17, 1924. H. J. Hodge, secretary, Abilene, 
Kan. 

WEST VIRGINIA HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Huntington, 
Jan. 15, 16, 17, 18, 1924. James B. Carson, 


Coming Hardware Conventions 


July 19, 19 


“Most of the builders’ hardware 
been bought from commission 
in United States, except in certain « 
where the orders were of sufficient gigg 
to justify dealing directly with the = 
manufacturers. Quotations have 
erally been made f.o.b. American port,” 
and houses of good standing have been 
granted from thirty to ninety days” 
credit by American exporters.” 4 





secretary, 1001 Schwind Building, Dayton, 
Ohio. 

INDIANA RETAIL HARDWARE ASSOCIATION, 
INc., CONVENTION AND EXHIBITION, Cadle 
Tabernacle, Jan. 29, 30, 31, Feb. 1, 1924. 
G. F. Sheely, secretary, Argos. 

WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Milwau- 
kee Auditorium, Feb. 6, 7, 8, 1924. George 
W. Korlney, manager of exhibits, 1476 
Green Bay Avenue, Milwaukee. P. J. 
Jacobs, secretary-treasurer, Stevens Point. 

MICHIGAN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Grand 
Rapids, Feb. 12, 13, 14, 15, 1924. Karl S. 
Judson, Exhibit Manager, 248 Morris Ave- 
nue, Grand Rapids. A. J. Scott, secretary, 
Marine City. 





Russwin Doorset of Wrought 
Metal 


The new Russwin Doorset, made by 
Russell & Erwin Mfg. Co., New Britain, 
Conn., is of wrought metal and un- 
usually attractive. In design, it is 
severely plain. A_ polished, raised 


molding, of a single member, sur- 
rounds a finely matted panel. The re- 
sult is a pleasing design that, when 
applied, so closely resembles cast hard- 
ware that it is difficult to tell whether 
it is of cast or wrought metal. The 
use of a matted panel has heretofore 
been strictly confined to cast metal 
hardware, due to the manufacturing 


difficulties met in producing this effect 
in wrought metal. This very desirable 
combination of surfaces, in wrought 
metal, is first presented in Russwin 
hardware. Haven design is furnished 
in both wrought brass and steel, at- 
tractively finished in oxidized brass 
finish, No. 9C. 


Improved Counterbore Has Many 
New Features 


The improved counterbore, illustrated 
on this page, is made by The Connecti- 
cut Valley Mfg. Co., Centerbrook, Conn. 
It incorporates many new features, 
which in combination, produce a tool 
which is proving especially useful in 
boat building, cabinet making or any 
work which requires the use of a bung 
over the fastening. The counterbore 
has the extension lip which has proved 
to be the superior form of cutting edge 
for wood boring tools. The stop is of 
novel construction. This has a chip- 
way, which is always in perfect rela- 
tion to the flute of the bit, thus allowing 
the chips free exit, and prevents their 
accumulating under the stop. The ad- 
justing slot, which is on a 45 degree 
angle, permits accurate and easy set- 
ting of the stop. The tool is made only 








es 
“<— 








with round shank as its use is particu- 
larly adapted to small electric or breast 
drills. Made in % in. with No. 36 drill 
and % in. with No. 30 drill, shanks % 
in. diameter. 


New YorK RETAIL HARDWARE Assoctag il 
TION CONVENTION AND EXHIBITION, Feb, 19, 5 
20, 21, 22, 1924. Headquarters, McAlpig™ 
Hotel. and Exhibition at Seventy-First Regi. | 
ment Armory. John B. Foley, secretary,” 
412-413 City Bank Building, Syracuse. g 


OHIO HARDWARE ASSOCIATION CONVENTION 4 
AND EXHIBITION, Cincinnati, Feb. 19, 20, 21, a 
22, 1924. James B. Carson, 1001 Schwind 
Building, Dayton, Ohio. 3 


ILLINOIS RETAIL HARDWARE ASSOCIATION ¥ 
CONVENTION, Hotel Sherman, Chicago, Feb 7 
ruary, 1924. Leon D. Nish, secretary. — 
treasurer, Elgin, III. a 


IowA RETAIL HARDWARE ASSOCIATION | 
CONVENTION, Des Moines, February, 1924, 7 
A. R. Sale, secretary-treasurer, Mason City, 7 

4g 
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Addition to Hotpoint Hedlite 
Heaters 


Four additional Hedlite Heaters have 
recently been added to the line of Hot- 
point Hedlite Heaters, made by “i 
Edison Electric Appliance Co., Ine, 7 
5600 West Taylor Street, Chicago, Hl. ~ 
Three are De Luxe “A29” models each 


distinctive and beautifully decorated} 
in high relief and finished in either ™ 
antique bronze, Florentine relief or old™ 
ivory. ; 
The new “A30” type has an efficient” 
12-in. reflector, finished in mahogany,® 
and sells at a popular price similar 107 
the larger “A15” type. This heater is 
provided with a hole in the base wh 
permits hanging on the wall, making 7 
especially adaptable for the baby’s” 
bath, floodlights and other purposes.” 
All the new models have the advate] 
tageous features of the previous Hot] 
point models — scientifically pro : 
tioned reflector which insures the mi 
imum heat benefit of the current com-= 
sumed, adjustable reflector bowl, cook 
carrying handle, a substantial heavy 
cast base to insure stability and easy” 
removable wire guard, and the stan 
ard Edison screw base heating Uni 
which can at any time be substit 

by an electric light bulb, changing 
heater into a floodlight. 








